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HOTEL ST. JAMES 
KNOXVILLE TENN 


NOTHER popular 


commercial hotel! in 
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Knoxville to undervo 


complete renovation is the 


Th 


St. James. 


The new owners have pro- 
vided for much added 
comfort including HUN- 
TER’S hotel type ceiling 


fans for every guest room. 


HUNTER FAN & 
VENTILATING 
COMPANY, INC. 


Factory: ' ULTON, N. Y. 
General ‘Sales Ofjicess Memphis, Sterick Bldg: 
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Philadelphia used to be two days from New 
York. Nowsteel makes it in two hours.......You 
can live in healthful suburbs yet work in the 
city, because your steel automobile makes 
minutes out of miles .... You can do business 
with the nation and the world -- instead of 
only a few neighbors -- because of steel ma- 
chinery and transport. Because it con- 
stantly conquers distance and discomforts, 
steel makes America the most compact and 
progressive continent in the world. 


THE YOU 


N:D 


Ss 
Peers 


Sheets - Plates - Pipe and Tubular Products - Conduit - Tin Plate - Bars 


Because steel isso definitely part of our mod- 
ern life, we take it too much for granted. Do 
you realize that there are not scores, not hun- 
dreds but thousands of kinds of steel? Each 
has a certain purpose or product for which it 
is best suited. Here at Youngstown, when 
we receive an order for steel -- no matter how 
small nor how routine the use -- we will not 
begin that order until we are certain we have 
exactly the right steel for the purpose. 


NGSTOWN. 
J-BE.: CO'MP: 





Rods Wire - Nails - Unions - Tie Plates and Spiked 
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EAT-MOISTURE-CORONA 


A dramatic picture but it shows the destruc- tory tests and is backed with an impressive 
tive processes going on in rubber-insulated performance record. Millions of feet of 
cables when the wrong insulation is sub- OKOLITE insulated cable are operating in 
jected to corona and extremes of temperature diversified use throughout the country. 


ond unaietene. OKOLITE insulation can effect large sav- 
OKOLITE insulation handles these condi- ings in plant construction and maintenance. 
tions. It is effectively resistant to HEAT, A study of OKOLITE characteristics and 
MOISTURE and CORONA. Where it is desired performance will show the wide usefulness 
to avoid having a lead sheath, OKOLITE is of this insulation. Its scope ranges from a 
the satisfactory insulation. small control cable to heavy generator leads 


OKOLITE insulation meets exacting labora- _—or a submarine power cable. 


THE OKONITE COMPANY 


LA Founded 1878 
HAZARD INSULATED WIRE WORKS DIVISION 
THE OKONITE-CALLENDER CABLE COMPANY, INC, 


EXECUTIVE OFFICE: PASSAIC, N. J. 
New York Boston Seattle Buffalo Chicago Dallas Detroit Atlanta 


Philadelphia Los Angeles Pittsburgh St. Louis Washington San Francisco 
Factories: Passaic, N. J. Wilkes-Barre, Pa. Paterson, N. J. 
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YOU CAN ADD MORE APPLIANCES 
* TO PRESENT CIRCUITS ... and do it Safely... 
See with the FUSTAT Me 


—=mae Aff Doesn't blow needlessly 
: ay a j You can load an ordinary circuit right up to ca- 
Spy) — ~SZ pacity and yet protect it with a 15 ampere Fustat. 
y Its long time-lag keeps it from opening needlessly. 
The Fustat offers a way to expand the use of 
present facilities — with perfect safety —and with 
[\y/ the elimination of needless blowing of fuses. But— 


Positively stops user 


s a ” 
from overloading the circuit 

The Fustat cannot be replaced with a penny or 
other substitute for the fuse — or with a size too 
large to protect. In fact, side-tracking protection 
in any way is practically impossible without de- 
stroying the Fustat or adapter and thereby clearly 
showing the user that his protection is gone. 

If additional circuit capacity is needed, users 
cannot readily side-step the issue — at the sacri- 
fice of safety. 

Destruction of circuit wiring is prevented — 
fire hazards are reduced — costly shutdowns and 
expensive repairs are avoided. 


Prevents hazardous burnouts of 
flexible cords 


| alta The Fustat contains a fuse. The ability of a fuse to pro- 
, tect against dangerous cord shorts, grounded sockets, etc., 
is well known. 

Protective devices that do not open quickly enough when 
dangerous cord shorts occur, permit the cord to burn out 
at the short. You get the fireworks in your face, or hands, 
or elsewhere around the house where they may cause dam- 
age or start a fire. 

The quick action of the Fustat on such dangerous “‘house- 
hold” shorts prevents spraying of molten metal, starting 
of fires, burning of users, 


Answers today’s demand for 


























The Fustat fits present fuseholders trouble-free circuit protection 
Thru the use of an inexpensive For what other device than the Fustat can permit circuits 
adapter, the Fustat fits any standard to be loaded to full capacity — yet prevent dangerous over- 
Edison base fuseholder. The adapter loading . . . make safe protection remain safe . . . protect 
screws in like a fuse and locks in against dangerous cord shorts . . . and eliminate needless 
place. The Fustat may be changed blows and service interruptions? 





in the regular manner. 


On new jobs, when buying panels, switches, etc., you 
can specify that they be equipped with Fustat bases. 


The F 


Write for full information to any of the undersigned ee 

BUSSMANN MFG. Co. KIRKMAN ENG. CORP. NATIONAL ELEC. PDTS. CORP. UNION INSULATING CO. 
University at Jefferson 121 Sixth Ave. eke ‘Fulton Bldg. ~ 277 Broadway 
St. Louis, Mo. | ._ New York City Pittsburgh, Pa. . * New York City 


Using Fustats for circuit protection — 
is just good business 
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Every wired home in the United 
States will receive a total of more 
than 31 advertising impressions 


on G-E bulbs and lighting in 1938. 
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THE LIGHTING MARKET HAS NO 
SATURATION POINT! 


or 38 years General Electric has been advertising lamps and 
lighting . . . continually urging your customers to use more and 
more light. 

During the past year alone, General Electric has made 400,000,000 
advertising impressions in leading national magazines . . . plus 
150,000,000 more in newspapers . . . plus 150,000,000 more in its 
“Hour of Charm” radio program. A total of more than 31 lamp and 
lighting advertising impressions per meter. 

Results of this advertising are evident not only in the yearly sales in- 
creases in lamp bulbs but particularly in the significant sales increases 
of 100, 150, 200-watt lamps and higher. They are also evident in the 
sales of I. E. S. Better Sight Lamps which now produce 150,000,000 
added kw-hr. 

General Electric will continue this lamp and lighting advertising dur- 
ing 1938... and in the years to come. Because the market for lighting 
load is the only one that has no saturation. General Electric Company, 
Nela Park, Cleveland, Ohio. 





They stay brighter longer 
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SERVICE SELLING 


me, mm 


By R. B. Roberts, General Sales Manager 
Florida Power and Light Company 


EW light and power companies in the South have developed 
appliance dealer cooperation to the mutually advantageous 


degree existing in the territory 


Light Co. 


Through the use of 


served by the Florida Power and 


an “‘all-service” selling plan, 


coupled with an organization of aggressive dealers, the company 


Pie 


recently added 13,636 major 


of a three-month summer campaign 


appliances to its lines as a result 


Mr. Roberts describes some 


of the details of his successful sales plan here 


LL-SERVICE selling, as we 
know it, is that method of 
selling electric power and 

energy which endeavors to sell all 
types of electric service to all cus- 
tomers in all classifications. This 
plan employs the use of company 
all-service salesmen, all-service 
home economists, all-service sales 
engineers, all-service sales promo- 
tion, all-service sales advertising 
and of dealer equipment and ap- 
pliance salesmen. 

Our organization is an “all- 
service” group. The dealer or- 
ganization is a “specialty sales” 
group. Our salesman essentially 
sells the advantages of the use of 
our service. He is a specialist in 
selling. The dealer salesman es- 
sentially sells specific appliances. 
He is a specialty salesman. The 


distinction, while important, is 


Show windows of the Florida Power 
and Light Co. are always effective- 
ly trimmed. Large “blow ups” of 
these windows are available to co- 
operating dealers . . . . 


not, in practice, as clearly drawn 
as might be indicated. 

Our salesmen do sell appliances. 
In 1936 the dollar volume of our 
merchandise sales was only 6% 
of the total. While we have no 
records to discover the fact, it is 
certain that in the selling of the 






94% of the appliance volume the 
dealer salesmen did a _ sizeable 
“service selling,” if not an all- 
service selling job. 

We employ 49 outside residen- 
tial salesmen. They are paid a 
straight salary plus actual travel- 
ing expenses. The amount of sal- 
ary is based on the extent of the 
salesman’s value to the company 
as determined by his immediate 
sales supervisor’s knowledge of 
his work reflected in part by the 
record of his direct accomplish- 
ments, the record of his move- 
ments, the record of the use of 
the average and median custom- 
ers in his exclusive zone of op- 
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erations, his proficiency in the 
sales training courses, etc. The 
turn-over in salesmen is very low, 
less than 4%. 

There are on the average, 350 
dealer salesmen, including the 
smaller dealers themselves. These 
men work almost exclusively on 
commission basis. The amount of 
their compensation depends en- 
tirely on the dollar volume of 
their appliance sales. Many spe- 
cialize in refrigerators, some 
round out their line with ranges 
and water heaters, some special- 
ize in laundry equipment, others 
in vacuum cleaners, some in ra- 
dios and a few in large attic cool- 
ing ventilating systems, others 
in portable fans and some in air 
conditioning systems. They are 
all specialty salesmen. The turn- 
over is large, estimated at 50% 
or even higher. They cannot af- 
ford to participate in the long 
swing of creative selling. They 
sell those who have been better 
than fairly well pre-sold on the 


advantages and cheapness of elec- 
tric service through our all-serv- 
ice selling. 

Our salesmen are trained in the 








fundamentals of selling in week- 
ly meetings. These meetings are 
compulsory for salesmen, home 
economists and sales engineers. 
Employees of all ranks, dealers 
and dealer salesmen are wel- 
comed. The meetings are con- 
ducted by sales supervisors or di- 
vision sales managers, or by the 
immediate sales superior of the 
group. Every week then, there are 
nine groups averaging 20 people, 
studying the same discussion in 
the same way, as laid down by 
the sales promotion division of 
the general office sales depart- 
me! t. Every third meeting is at- 
tended by some member of the 
general office sales department. 
This man carries a prepared six- 
minute message on some phase of 
all-service selling. The meetings 
are held on company time and are 
exactly one hour long. 

At this time, we have just fin- 
ished eight weeks of a 29-weeks 
sales training course, which was 
prepared by the sales promotion 
division in conjunction with the 
residential, commercial and indus- 
trial sales managers. The founda- 
tion of this course is the splendid 
work of Burton 
Bigelow, ‘‘The 





















Knack of Selling 
More.” Every sales- 
man, sales engineer 
and home economist 
was supplied with 
the three volumes. 
Each group leader 
was supplied with a 
leader’s manual con- 
taining in detail, an 
outline of the course, 
general instructions 
about meetings and 
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a set of questions and answers for 
each discussion, based on that 
part of the text covered. There is 
a separate set of questions for 
residential and commercial sales- 
men, but the text is the same. At 
the end of each meeting the ques- 
tion sheets, without answers, are 
distributed to each registered at- 
tendant. 

The order of business is as fol- 
lows: review corrected papers 
from previous week and return 
to members; remarks and presen- 
tation of $2.50 cash prize certifi- 
cate to the person receiving high- 
est grade for previous week; oral 
presentation of a sales success 
through use of knowledge gained 
in previous assignments; reading 
of assigned chapters by one or 
more members of the and 
planned discussion of text; dra- 
matizing the text; summary of 
points covered; distribute and 
briefly go over problem papers 
covering assignments just read; 
award $2.50 cash prize certificate 
for best oral presentation given 
during the sales presentation part 
of the same meeting. 


There is a 
est freely manifested in 
courses. Their keynote is simplic- 
ity. The dramatization through 
the oral presentation of actual ex- 
periences, vitalizes them. Our 
salesmen are gaining a consist- 
ently increasing working knowl- 
edge of what makes salesmen sell 
and customers buy; of the fact 
that selling is a dynamic process 
reducible to a simple technique 
that, properly applied, will carry 
them through successfully on a 
real sales job. Through these 
carefully planned conferences we 


class 


inter- 
these 


remarkable 
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are trying to make each other 
specialists in selling. 

These specialists in selling are 
directed to all-service selling by 
their sales supervisors. The sales- 
men’s duties and responsibilities 
are clearly defined. Probably the 
most important tool to direct the 
efforts. of the salesmen in all- 
service selling is the “Customer 
Record and Contact Plan” used 
by both residential and commer- 
cial salesmen. Leads developed 
during the sale of major services 
for appliances are turned over to 
dealers. Minor appliances, includ- 
ing lamps and bulbs, are sold by 
our salesmen. 
record sheet is 
supervisor. 


A salesman’s 
kept by the sales 
Right now it is extremely detailed 
in order that each supervisor may 
more adequately direct his sales- 
men in the sale of all-service. 

Every sales supervisor is given 
monthly._a detailed rate block 
analysis of his district, along with 
all other districts, so that he may 
know just where and how rapidly 
he is going, both as to the use of 
the average customer and the 
median customer. 

Salesmen work in exclusive ter- 
ritories. These territories are cov- 
ered by a number of complete 
route books. The registers of 
these books enable the supervisor 
to check the each 
salesman. 

The division sales managers di- 
rect and assist the sales super- 
visors. Sales supervisors are also 
assisted through the medium of a 
correpondence course prepared by 
the sales promotion division and 
conducted by division managers. 


progress of 





The window dis- 
plays shown here 
and on the preced- 
ing page never fail 
to attract the at- 
tention of prospec- 
tive purchasers with 
their colorful mes- 
sages. 


Many of the deal- 
ers or their sales 
managers are ex- 
members of our sales 
department. Dealers 
are contacted each week by dealer 
coordinators or local managers. 
The dealers are encouraged to 
hold periodic intensive sales 
training courses. These courses 
are available through the manu- 
facturers or their distributors. We 
participate in such courses by 
| SRE RS TARR. atest ates te, 

During a three-month “Better Liv- 
ing’’ campaign, conducted during the 
summer months, 13,636 appliance 
units were sold by the Florida Power 
and Light Co. and its cooperating 
dealers. The high ratio of dealer 
sales to those closed by company 
salesmen is evidence of the effective- 
ness of the “all-service” selling plan 
adopted some time ago by this com- 
pany. 


Company Dealer and 


Appliance Sales Co. Sales 
Ranges 172 1,437 
Water Heaters 97 611 
Refrigerators 47 5,554 
Dish Washers 4 20 
Roasters 111 257 
Fans 461 3,857 
Washers 44 950 
Ironers 14 149 
Vacuum Cleaners 20 699 
Air Cooling i 33 
Ventilating a 69 
Total 970 13,636 
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usually our 
managers, 


supplying speakers, 
dealer coordinators, 
sales managers, general office 
specialists or salesmen. At this 
time, we have no prepared train- 
ing courses available to dealers. 
It is our opinion that such courses 
should be short and intensive with 
a high degre of dramatization. 
Each should deal with a specific 
appliance. 

While the above has dealt more 
specifically with the all-service 
plan as applied to residential, it 
adequately covers the training 
and supervision of our sales en- 
gineers who sell the commercial 
and industrial classifications on 
an all-service basis. These men 
are backed up not only by their 
supervisors and division sales 
managers, but also by specialists 
from the general office sales de- 
partment in lighting, heavy duty 
cooking and water heating, air 
conditioning and industria] de- 
velopment. Our industrial sales 
manager directs all competitive 
power activities. 

The all-service selling plan, as 
eontrasted with specialty sales 
methods, requires not only more 

(Continued on page 50) 
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Unique Lighting Plan 
For New York Fair . 


HE simple little fact that the 

tiny veins on the under side 
of living tree leaves fluoresce, or 
become pleasantly luminous, when 
exposed to mercury vapor light 
rays has given illumination engi- 
neers the basis of their plan for 
unique lighting of the magnificent 
central mall and Theme Centre 
plazas of the New York World’s 
Fair. 

The feature of the plan is il- 
lumination by reflection from the 
stately trees of the broad avenues 
paralleling the mirror pools. Each 
and every tree of the scores al- 
ready transplanted to the site will 
be flooded with light from a mer- 
cury vapor lamp installed out of 
sight in the ground and project- 
ing a vertical beam into the foli- 
age. The resultant effect will be 
that of a greenish-white lumines- 
cence due to the effect of the mer- 
cury vapor rays on the underside 
of the leaves. 

The beams of light emerging 
from the ground will have the ap- 
pearance of fountains. Experi- 
ments show that this type of il- 
lumination will provide an un- 


ELECTRICAL SOUTH for JANUARY, 1938 


usual, restful atmosphere, entire- 
ly free from the garish effects 
commonly associated with exposi- 
tion lighting. The aim has been 
to reveal the spaciousness of the 
mall and to bring out the beau- 
ties of its fountains, sculptures, 
mirror pools and myriads of flow- 
ers. 


Special Lamps Developed 


Details of the entire plan for 
illumination of the central mall 
and plazas have already been of- 
ficially approved. Mercury vapor 
lamps have been specially de- 
veloped for this hitherto unused 
type illumination. Carrying out 
of the plan will mean that the 
mall and plazas will be entirely 
free of lighting poles and lamp 
standards. 

Bassett Jones and Morgan Ha- 
mel & Engelken, illumination en- 
gineers for the Fair Corporation 
have perfected the necessary 
equipment for their plans and 
during the past months have con- 
ducted experiments at night un- 
der actual conditions prevailing 
at the site and with a number of 
the very trees that will figure in 
the novel lighting. Their experi- 
mentation has even gone to the 





Six-Day Rider’s Energy For Week Worth 78c 


A professional six-day bicycle rider is worth only 78 cents a week, if his earnings 
were based on the amount of electricity he could generate with his legs in that 
time. Riding an electric power bicycle developed by General Electric’s engineers, Alfred 
Le Tourner, above, French champion in New York’s six-day race at Madison Square 
Garden, could generate but .0018 kw-hrs of electricity in one minute. Had he kept 
this up for six days and nights, without a stop, he would have abana 15.55 kw- ™ 
which any power company would sell for 78 cents. Sekt 


extent of pumping pools of water 
into the as yet unpaved esplanade, 
all in order that the effects of 
the reflected light on mirror pools 
could be definitely determined. 

It is pointed out at Fair head- 
quarters that, as is common with 
developments of special nature 
for the 1939 exposition, no merest 
item of the illumination scheme 
has been left to chance or last- 
minute experimentation. This par- 
ticular type of illumination will 
be employed solely for the splen- 
did central mall and the trans- 
verse pazas about the Perisphere 
and Trylon—or the 200-foot steel- 
framed globe and the 700-foot tri- 
angular needle comprising the 
Theme Centre of the fair. 

Miniature lights have also been 
devised for concealment in the 
ground of flower beds, where the 
natural color of tens of thousands 
of brilliant blooms will be brought 
out in strong contrast to the lu- 
minescent tree foliage. Further 
brilliant contrasts will be afford- 
ed by reflection effects from the 
massive and colorful exhibit halls 
demarking the limitations of the 
central mall and plazas. Mercury 
vapor lighting units and flower 
bed lights will be invisible both 
by day and by night. 





Rural Electrification Schools 
Held in Georgia 


Director Walter S. Brown of the 
Georgia Agricultural Extension 
Service, University of Georgia, 
Athens, recently supervised plans 
for four rural _ electrification 
schools held in Georgia during 
December. 

The schools were held in Savan- 
nah, Athens, Cordele and Atlanta, 
to acquaint county farm and home 
demonstration agents and other 
agricultural workers with latest 
developments in the use of elec- 
tricity on farms. 

Several specialists in electrical 
engineering appeared on _ pro- 
grams of each of the three-day 
sessions. By equipping themselves 
with information on electricity 
and electrical appliances, Mr. 
Brown declared, agents are better 
able to help farm families in 
adaptation of power to their farm 
and home needs. 
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National Adequate Wiring Bureau 
Executive Committee Meets 


UBJECT only to a few minor 

revisions, copy and layouts 
for the complete program com- 
prising two plan books and thir- 
ty-eight promotional items were 
officially accepted by the execu- 
tive committee of the National 
Adequate Wiring Bureau at a 
meeting held at National Electri- 
cal Manufacturers’ Association 
headquarters. 

Herbert Metz, chairman of the 
plan committee under whose di- 
rection this material has been de- 
veloped during the past seven 
weeks and approved for submis- 
sion to the executive committee, 
made the presentation. 

In addition to the plan book 
dummies, the promotional ma- 
terials reviewed by the executive 
committee included a sound slide 
film continuity, nine newspaper 
advertising mats, a direct mail 
series consisting of a booklet and 
eleven leaflets, a consumer leaf- 
let, a Pictorial Primer and a lec- 
ture chart. 

The advance publicity which 
has appeared in the national wo- 
men’s magazines and architec- 
tural and building papers was 
also displayed. The executive 
committee was much impressed 
with the completeness of editorial 
acceptance of the adequate wiring 
idea which has achieved a na- 
tional coverage to a circulation of 
proximately 9,000,000 providing 
an excellent basis for future edu- 
cational work. 

As a result of this meeting, the 
plan committee was authorized to 
proceed with the necessary pro- 
duction work with the idea of 
making all material available for 
distribution early in 1938. 





IN THIS SECTION: 


New Neon Tube Opens New Sign Fields 
Lighting Designed for Selling 





High Current Tests for Circuit Breakers 


Mr. Metz was appointed chair- 
man of a publicity committee to 
be composed of L. W. Davis, man- 
aging director of the National 
Electrical Contractors’ Associa- 
tion; C. E. Greenwood, commer- 
cial director of the Edison Elec- 
tric Institute, and O. C. Small of 
NEMA. Mr. Small was also named 
secretary of the National Ade- 
quate Wiring Bureau. 





Houston’s Electrical Ordinance 
Declared Unconstitutional 


Houston’s old electrical ordi- 
nance was declared unconstitu- 
tional in a recent court test and 
since then the city has had no 
ordinance. A temporary ordinance 
was prepared by the legal depart- 
ment shortly after the old ordi- 
nance was declared unconstitu- 
tional but the city council made 
objections to some features of it 
and refused to pass it. 

The city council voted to allow 
the permit clerk to issue permits, 
pending adoption of electrical or- 
dinance, after contractors were 
unable to secure permits for three 
days. 

A “stop gap” ordinance is be- 
ing prepared but it will not pro- 
vide for any examination for mas- 
ter electricians licenses, requir- 
ing instead a rigid inspection of 
all work done. 





Florida Group Plans Meeting 

The annual convention of the 
Florida Electrical Contractors and 
Dealers Association will be held 
February 21 and 22 in Orlando with 
headquarters at the San Juan 
Hotel. In conjunction with the an- 
nual convention, the Association 
will conduct an electrical show 
featuring exhibits. 


Women’s Magazine Features 
Article on Wiring 


What women don’t know about 
electrical wiring would fill a 
book. In fact, reports Arthur Hi- 
rose, director of research for the 
McCall Corporation, it would fill 
all the handbooks. 

“Not that women need to know 
a great deal about wiring,” says 
Mr. Hirose, “but they ought to 
know enough about wiring to 
want adequate wiring—the right 
size wire, the proper number of 


circuits, plenty of convenience 
outlets and switches. 

“Women are important in the 
appliance industry — they buy 


most of the appliances. But how 
are you going to ‘sell’ them ade- 
quate wiring in terms they under- 
stand?” 

As an approach to this problem, 
McCall’s Magazine for January, 
1938, will carry a feature article 
on this subject under the title 
“Money in the Sockets.” The story 
has been written strictly from the 
woman’s viewpoint and in lan- 
guage that she can grasp readily. 

“You wouldn’t buy the last word 
in mixers or coffee makers and 
then carefully build a wall around 
them to prevent their being used,” 
states the article. “It would be a 
silly economy because you buy ap- 
pliances in order to use their best 
service. BUT you build an invis4 
ible wall between these servants 
and their best performance when 
the wire in your house is so small 
that it cannot carry sufficient 
power, for instance, to heat the 
iron or roaster properly, or when 
there are so few outlets that of- 
ten it seems less bother to mix a 
cake by hand than to try to find 
a convenient connection for the 
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New Neon Tube Opens 
New Sign Fields . . 


HE use of the gaseous tube in 

electric sign construction has 
received new impetus with the re- 
cent marketing of the Claude Neon 
Federal Company’s “power tube,” 
reports Nelson Burrell, manager of 
the Louisiana office of the com- 
pany. 

One of the lake-front sights of 
New Orleans in this connection is 
the recently completed installation 
of the huge spectacular of Boats, 
Inc., done in green power tube with 
subsidiary features in plain ruby 
tubing. The design of the spec- 
tacular employs 1,200 feet of tub- 
ing and 24 sixty-milliampere trans- 
formers. Drawing 78 amperes, the 
entire circuit is controlled from a 
100-ampere master switch. The de- 
sign of the spectacular, incorporat- 
ing two huge anchors and two life- 
preservers, is the work of James 
Kramer. 

Notable for its clever utilization 
of electrical advertising means is 
the recently finished Higgins In- 
dustries store front. This is a plain 
tube installation in blue and red 
representing a huge steering wheel 
flanked by two revolving propell- 
ers. The reflection from the tub- 
ing affords adequate illumination 
for the entire facade of the build- 
ing. 

Although the power tube has 
been marketed but recently, its use 
in electrical advertising is rapidly 
increasing. Notable New Orleans 
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installations include the seven- 
foot, 7-Up sign on Canal Street, 
the Lawrence Furniture Store 
sign in blazing green, the New 
Orleans Paint and Color Company 


installation, and the St. Charles 
Hotel bar and cocktail lounge 
sign. 


The last two installations embody 
a new wrinkle in electrical adver- 
tising. The New Orleans Paint 
and Color Company job is done in 
Duo-Lite, the power tube forming 
the core of an enameled letter 
which screens the tube electrodes 
and is clearly visible as an adver- 
tising medium by day. The St. 
Charles” sign is bracketed on a 
porcelain background, which ex- 
hibits a dark, mirror-like brillian- 
cy at night, greatly enhancing the 
effect of the neon. 

Other outstanding power tube in- 
stallations that have been com- 
pleted within the last month are the 
Amite, La., Garage spectacular, and 
the Houma, La., Power Plant sign. 

Commenting on the _ practical 
commercial effect of the new power 
tube, Mr. Gurrel said: 

“The present trend seems to indi- 
cate that all neon signs using let- 
ters over twelve inches high will be 
done in power tube, which is ap- 
proximately seven times as bril- 
liant as the old tubing. The power 
tube has a double utility: it not 
only makes a_ bright, far-visible 


sign, but also illuminates the en- 
tire immediate surrounding area, 
thus making possible neon-lighted 
window displays.” 





The introduction of “power tube” has given considerable impetus to 
the Neon sign industry. The spectacular of Boats, Inc., in New 
Orleans, is a good example of the new tube’s briliiance “hie 


Tulsa Contractor Rewires 
Large Store Building 

One of the biggest re-wiring jobs 
in recent years in Oklahoma is that 
being completed now for the Brown- 
Dunkin Dry Goods Company, one of 
Tulsa’s largest department stores, 
by the Allen Electric Company, also 
of Tulsa. 

The store occupies nine floors 
and the basement of a _ 15-story 
building that originally consisted 
of only five floors, and Mr. Allen 
says the building reflects the in- 
clination of the architects of the 
period—or at least an inability to 
sell electrical considerations first 
instead of last. 

Mr. Allen points out that con- 
struction of the building clearly 
indicates that 500 watts per outlet 
was unthought of a few years ago. 
His job at Brown-Dunkin’s has been 
to provide facilities for the much 
greater demands of indirect light- 
ing and this requires running a 
considerable amount of flexible 
conduit. The store is also having 
all showcases rewired. 

Not yet complete, the installa- 
tion is being handled so that no 
portion of the store is ever without 
light. When the job is completed 
it is likely that the store will install 
an automatic turn-off so that, with 
larger bulbs and more light 
throughout, the management will 
be protected against excessive use 
of current by limiting after-hour 
lighting to specific areas. 


Electrical League Mailings Promote 
Industrial Modernization : 

The Electric Association of 
Kansas City has just issued the 
first of a series of mailings to a 
selected list of industrial estab- 
lishments. This is a new activity, 
patterned along unique lines, and 
is to offer a helpful service to in- 
dustrials, as well as to build busi- 
ness for contractors, wholesalers 
and manufacturers interested in 
that field. 

The first mailing consists of a 
four-page folder carrying the as- 
sociations’ letterhead on the first 
page. A short factual letter signed 
by the secretary-manager of the 
association directs attention to 

(Continued on page 24) 
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JUST LOOK AT YOUR 
NEXT SHIPMENT OF 
SUPERIOR 
TEST SWITCHES FOR 
THIS IMPORTANT 
IMPROVEMENT 








“AND IS OUR FACE RED” 


If You DON’T Know 


That Superior is Furnishing 
Superior Test Switches With 


“ONE-PIECE JAWS” 


DOVETAILED 
SLOT 
CARD HOLDER 





GANGING 
FACILITIES 


ONE PIECE 
JAW AND'SS 
WIRE HOLDER 


TYPE PK 
PARALLEL 
CONTACT 
DOUBLE SPRING 
JAWS 


SUPERIOR SWITCHBOARD & DEVICES CO. 
CANTON, OHIO 


EOE 





Been at it 
Since 1920 
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LIGHTING DESIGNED FOR SELLING 


F eatured 


LIGHTING system far in 
A advance of the average re- 
tail conception of adequate 
illumination is a distinct feature of 
the new S. H. Kress & Company 
store in Birmingham, Ala. The 
lighting intensity is 40 to 50 foot 
candles or more than eight times 
the estimated average of retail 
stores in general. 

The system was designed by 
Kress engineers and is somewhat 
similar to that in Kress’s famous 
Fifth Avenue store where it has 
been definitely proved that “more 
light means more sales,” as often 
claimed. Installation was made by 
the Dyer Electric Company of Bir- 
mingham. 

The high intensity lighting in 
this palatial variety store is achiev- 
ed with such a complete absence of 


















in Birmingham Kress Store 


By Geo. H. Watson 


glare that customers fail to realize 
that here is the best substitute for 
actual daylight they have ever en- 
joyed. In fact, on the first floor, 
daylight is deliberately shut out by 
placing mirror glass over the win- 
dows. 

The designer’s aim, apparently, 
was to expose directly to the shop- 
per’s view every one of the more 
than 3,500 separate items carried 
in stock. The result, as in the Fifth 
Avenue store, represents a new 
high in 5 and 10-cent store mer- 
chandising and in the exploitation 
of the open counter type of dis- 
play. 


Combination Fixture Used 

A combination of direct and in- 
direct lighting is used on the main 
floor, being about 40 per cent direct 
and 60 per cent indirect. Specially 
designed hanging fixtures are used 
with one 1,500-watt mirror glass 
unit louvred to throw light down- 
ward and a series of 200-watt mir- 
ror glass units housed in the top of 
the fixture for indirect illumina- 
tion. The direct lighting is intend- 
ed primarily for merchandise illu- 
mination and the indirect system 


for the decorative effect. The 
ceiling is 20 feet high. 

In addition to the general illu- 
mination, all display cases have 
built-in trough lighting and each 


counter has an illuminated number 
with a flash signal for money 
changers. The illuminated num- 


ber is mounted on an_ attractive 
bronze standard, outmoding the 
fluttering cardboard numbers 


usually found in such stores. 


Louvres Minimize Glare 

The basement selling floor, with 
a 12-foot ceiling, utilizes only di- 
rect lighting but it is also of 40 to 50 
foot candles intensity. The special- 
ly designed fixtures employ louvres 
to minimize glare and 500-watt 
lamps are used. The stairway from 
main floor to basement is lined with 
lighted displays. 

Some 200 foot candles of illumi- 
nation are provided for the show 
windows by the use of mirror glass 
reflectors and 300 and 500-watt 
size lamps. The installation and 
intensity is such that glare is 
eliminated from the plate glass 
windows. 

One vertical streamlined sign is 
used on the corner of the building 
with the firm name silhouetted in 


The illumination system just completed for the S. H. Kress Co.’s store 
in Birmingham by the Dyer Electric Co. is another a of the Kress 


policy of “selling with light” 
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mazda lamps and with neon tubing 
used for stripping. 

Only the main floor and base- 
ment are given over to selling. 
The offices on the second floor 
are indirectly lighted with 20 
foot candles intensity. The third 
and fourth floors, used largely 
for storage, have Benjamin aisle 
lights with 200 watt lamps on 
seven-foot centers. 

On the third floor are located the 
sample display windows which are 
also brilliantly lighted. Here dis- 
plays are planned in detail and set 
up before being transferred to the 
windows down stairs. 

All selling spaces and offices have 
all-year around air conditioning. 
The power load from the air con- 
ditioning, elevators, fans pumps 
and space heaters (on third and 


A combination of direct and in- 
direct lighting is used effective- 
ly on the first floor, as shown 
at the bottom of the opposite 
page, to give high level of illumi- 
nation on display counters to- 
gether with decorative lighting on 
the 20 foot ceiling. A close-up of 
the special Kress unit is shown in 
the inset. Other lighting fixtures 
used are shown at the right. At 
top, the ladies lounge; just below, 
one of the wall displays which ex- 
tend all around the first floor. 
500-watt lamps in a louvre equip- 
ped fixture provide 50 foot candles 
in the basement where ceiling 
height is only 12 feet. Below, ex- 
terior view of store. 


fourth floors) is 350 hp. The light- 
ing load is 250 kw. 

The wiring is of the most up-to- 
date type with ample copper to take 
care of any added load up to 30 per 
cent. Circuits are wired for the 
greatest efficiency. The main 
panel board of the dead front type 
is located in the sub-basement. 

The general effect created by the 
Kress lighting is a rich golden 
glow, resulting from careful atten- 
tion to light reflecting surfaces and . 
scientific placement of specially 
designed fixtures. The difference 
between antiquated store lighting 
and that in the Kress store is the 
difference between a gloomy day in 
mid-winter and a bright spring 
morning. 
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HOTPOINT opens up a vast new mar- 
ket with this amazing new cooking unit— 
the foremost line of electric ranges for 1938 
—and range features sought by every buyer. 
Get all the facts quickly. Mail the coupon. 


OTPOINT offers another sensational develop- 
ment in electric cooking units—the new Super- 
Speed “Select-A-Speed”’ Calrod. This great new 
Calrod unit speeds up to high heat in faster time than 
ever, with 1300 watts. It maintains full rated wattage 
for life, and gives a cooking speed that compares with 
that of any other fuel. 

Select-A-Speed Calrod allows an instant choice of 
5 different cooking speeds: Warm: 80 watts; Thrift: 
160 watts; Quarter: 325 watts; Half: 650 watts; 
Super-Speed: 1300 watts. 

At the “Warm” setting a slow flow of current keeps 
foods at serving temperatures without drying out their 
luscious goodness. Three speeds in between provide 
temperatures for all intermediate cooking operations. 
The Super-Speed at 1300 watts ends forever any doubt 
about the speed of electric cookery. And the ‘‘Warm” 


Backing up Hotpoint’s great 1938 line of ranges—and the dealers who and “Thrift” heats ive even greater economy. 

sell them— is an all-inclusive national abiding and promotional pro- Get all the facts. Mail the coupon right now. 
gram that will bring people in to buy. National advertising, newspaper EDISON GENERAL ELECTRIC APPLIANCE CO., Inc. 
advertising, direct mail, retail sales contest material. Be the one to profit! 5614 West Taylor Street, Chicago, Illinois 4 
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THE SALISBURY—Hotpoint’s latest popular priced built-to-the-floor model. Full porcelain enamel; 
one Select-A-Speed Calrod; two Standard Hi-Speed Calrod units and Thrift Cooker. The Salisbury 
is completely equipped with new de luxe lamp and white condiment set. New moderne Timer Clock 
has built-in electrically driven Time-Chime. Warmer drawer equipped with fast-heating 
Calrod unit (750 watts) with built-in Safety Thermostat. Make the Salisbury your volume leader. 


10 Beautiful Hotpoint Models—one Select-A-Speed Calrod 
Unit standard on all except apartment house models. 








Easily Removable Spillage Trays — an 
exclusive feature of Select-A-Speed and 
Standard Calrod. 





“Chef's Brain” Timer Clock and elec- 
trically driven built-in Time-Chime—a sales 
feature when talking electric cookery. 





Thrift Cooker is Hotpoint’s oversize 6-qt. 
kettle—cooks a small quantity of food or an 
entire meal—yet costs no more to operate 
than the kitchen light. 


Edison General Electric Appliance Co., Inc. 
5614 West Taylor Street, Chicago, Illinois 


Please send complete facts about the new 1938 
Hotpoint Electric Ranges and Select-A-Speed Calrod. 


Name 


Address___ 
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Dixie Electric Company 
Expands Business . . 


HERE may be a business re- 

cession, but not in our line; 
in fact we are going ahead stead- 
ily and getting larger jobs all the 
time,” reports W. F. McLendon, 
president of the Dixie Electric 
Company, one of the oldest and 
most firmly established electrical 
contractors in the South. The 
firm’s spacious new quarters at 
1071-73 Peachtree Street, Atlanta, 
Ga., to which they have only re- 
cently moved, and a bulging or- 
der book, substantiate Mr. Mc- 
Lendon’s statement. 

In his thirty-five years of ex- 
perience as an electricai contrac- 
tor and his specialized work in 
lighting equipment, Mr. McLendon 
has formed several definite poli- 
cies which are responsible to a 
great extent for the success of this 
organization. 

One of the points emphasized 
is accurate cost data. On every 
job estimate a reasonable profit 
is figured on actual material and 
carefully estimated labor costs. 
As a consequence, this firm real- 
izes a fair profit on every job and 
never finds itself forced to use 
inferior material or poor work- 
manship. 

Prompt service is another re- 
quisite which this organization 
believes in and which the twen- 
ty-five men employed by this firm, 
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many of whom have been with 
the company for fifteen years or 
more, are trained to render. 

Another policy of this firm is 
to pay all employees, even sales- 
men, a straight salary rather than 
commissions. 

“We believe in advertising very 
strongly,” Mr. McLendon replied 
in answer to a question as to how 
most of their business was ob- 
tained. In addition, the firm in- 
vestigates all building permits 
for ‘leads,’ and also makes thor- 
ough use of the Dodge reports for 
new business. Mr. McLendon is of 
the opinion that the success of 
any electrical contractor is de- 
pendent to a great extent upon 
satisfactory contacts with general 
contractors. 

The company makes extensive 
use of the following slogans in 
its advertising copy to stress the 
services they offer: “Wiring for 
Anything from a Doll’s House to 
a Large Industrial Plant,” “Every 
Appliance that Operates by Elec- 
tricity,” “A Lamp for Every Pur- 
pose,” and “Repairing For Every 
Type Home or Business.” 

Though the company handles 
all types of electrical contracting, 
eighty-five percent of their busi- 
ness is in the lighting field. It 
pays to specialize, Mr. McLen- 
don pointed out, and work in resi- 
dential and industrial lighting has 
made the company a leader in 
this branch of electrical contract- 





A view of the Dixie Electric Co.’s new show room in Atlanta. Insets, 
left to right, W. F. McLendon, president, B. K. Laney, secretary- 


treasurer, and J. T. McLendon, vice-president . 


ing in its trade territory. 

The morneecent large job un- 
der construction is the new F. W. 
Woolworth store in Atlanta. They 
recently completed an overhead 
distribution system for a govern- 
ment housing district at Nash- 
ville, Tenn. 

Commenting on the outlook for 
the future, Mr. McLendon stated 
that in his business, and in so far 
as the industry generally is con- 
cerned, he believes the prospects 
are bright, and that he looks for 
a decided upswing. One of the fac- 
tors which will precipitate this 
trend, he said, is the proposed gov- 
ernment housing program and the 
possible beginning of a large 
building expansion movement by 
the utilities and other industries. 





Space Limitations Complicate 
Air Conditioning Job 

An unusual air conditioning in- 
stallation was just completed re- 
cently in the Isis Theatre, Fort 
Worth, Texas, where lack of avail- 
able space made it necessary to 
locate the three condensing units 25 
feet above the stage floor and 
directly over the screen. 

The installation was designed 
and installed by the Shield Com- 
pany whose greatest problem was 
to prevent sound or vibration from 
entering the theatre proper. The 
condensing units are supported by 
a steel structure which is isolated 
from the building structure. 

Each condensing unit is connect- 
ed to an individual cooling coil and 
the system is controlled by a step 
controller which is operated by a 
duct type thermostat located in the 
return air duct. As the load in the 
theatre increases or decreases, the 
step controller starts or stops com- 
pressors as necessary; a humidity 
limit controller acts as a master 
control keeping the humidity with- 
in comfort limits. The whole sys- 
tem is started and stopped manual- 
ly by a push button control. 

The conditioned air is discharged 
into the theatre through 16 ceiling 
outlets and maintains an average 
temperature of 76 degrees When “it 
is 100 degrees outside. The relative 
humidity has’never exceeded 50%, 
as yet, even with 1,000 people in the 
theatre. 
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POLICY 


As a seaworthy craft is guided straight over 
a charted course into port...so do men 
guide the destiny of business in the sea of 
industry. The bard once said “One ship sails 
east and another sails west with the very 
same winds that blow ... for ‘tis the set of 
the sails and not the gales that tells where 
the ship will go." How aptly those words 
apply to the unswerving course held by the 
Bull Dog Electric Products Company. The 











Vacu- Praak. policy of the Bull Dog Electric Products Company is the charted 


Safety Cw; tches course over which this business is guided ... the policy 
of holding true to high ideals . . . the policy of permitting only 
Panel Boards proven and scientifically perfect products to be produced 
under the Bull Dog name ... the policy of ever striving 
Switch Boards to improve ...a policy of keeping 
faith with you. 


Duct Systems 


Represeniatives 


“" q@@ «BULL DOG ELECTRIC PRODUCTS CO. 


th Ave., S. 
e 


b vedes 2, DETROIT — MICHIGAN 


t- tek, he. j = 
tea St. RW | Bull Dog Electric Products of Canada, Ltd., Toronto, Ont. 
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High Amperage Circuit 
Breaker Tests 


By Kurt Wilckens 


Heinemann Electric Company 


HY should a 15-ampere cir- 

cuit-breaker’ be tested on 
a_ short-circuit of sdy 5,000 am- 
peres? Surely there is a tremend- 
ous discrepancy between rating 
and test amperages. Yet the rea- 
son for such a strenuous test is 
perfectly logical, when conditions 
are understood. 

A short-circuit current may at- 
tain very elevated amperages. It 
is just a matter of the amount of 
current made available by the 
generating, transmission, trans- 
former and wiring facilities when 
the normal opposition to that cur- 
is suddenly removed by a 
The tremendous surge of 
with- 


rent 
“short.” 
available current must be 
stood by the entire system and 
equipment until the current is 
ruptured or broken. Assigned to 
that job of breaking the circuit, 
the circuit-breaker has to with- 
stand the arcing and_ explosive 
effect resulting in the rupturing 
of the very heavy amperage. The 
safety of the guarded equipment, 
wiring, and even life and property, 
rests upon a clean-cut break made 
in the least possible time. 

The time element plays a most 
important part. A given motor 
may be protected by a 5-ampere 
circuit-breaker. Between that 
breaker and the transmission line 


ve 





outside, there may be two or three 
breakers or fuses of higher am- 
perage ratings. If a “short” oc- 
curs on the load side of the 5- 
ampere breaker, that breaker 
must withstand the brunt of the 
full amperage available even 
though but for an mstant, for it 
should trip and break the cir- 
cuit before the higher-amperage 
devices in the line.!-The higher- 
amperage devices gome into ac- 
tion only if the lower-amperage 
devices have failed to function. 
Upon the speedy operation of the 
breakers depends the real protec- 
tion of equipment, since such 
equipment is subjected to the full 
available current until the cir- 
cuit can be ruptured. 

In the usual house wiring there 
is a limited current flow to con- 
tend with, especially on upper 
floors or remote spots from the 
service entry. The wiring pro- 
vides sufficient resistance drop 
to short-circuited current. Also, 
the transformer capacity-. in--the 
case of a-c circuits keeps the cur- 
rent down to relatively safe pro- 
portions. But in the industrial 
plant where many motors and 
other equipment call for heavy 
amperage, the transformer ca- 
pacity and the building wiring 
are such as to permit a current 
of hundreds and 
even thousands of 
amperes to be turned 
loose in the presence 
of a “short.” 


Small circuit break- 
ers installed in indus- 
trial plants of large 
circuit capacity may 
be called upon to in- 
terrupt short circuits 
of thousands of amp- 
eres such as the short_ 
circuit producing this ” 
a6 Fe RE 


. Inthe -busy-industrialplant a 
blown fuse represents an item of 
cost. Such a fuse must be re- 
placed. This means time out, 
searching for the blown fuse and 
replacing same. Since minutes 
and even seconds count in the in- 
dustrial beehive, the expense rep- 
resented by the loss of produc- 
tion time is justifying the trend 
towards circuit-breakers. These 
automatic, resetting devices are 
being placed close to the actual 
equipment to be safeguarded, so 
that machine operators can throw 
on the current if the overload 
condition no longer exists. 
Particularly in the protection 
of critical equipment is the fully- 
magnetic type circuit-breaker es- 
sential. Many kinds of equipment 
call for high current drain at 
starting. Gas-filled incandescent 
lamps, for instance, require as 
much as ten times normal current 
at starting, but an instant later 
drop to normal. Quite obviously, 
then, the circuit-protecting device 
must allow this high starting cur- 
rent to pass through for an in- 
stant, and after that be ready to 
interrupt the current if it contin- 
ues at the abnormal level. This 
is where the time-delay action 
circuit-breaker comes in. Circuit- 


breakers are now available which * 


allow. for a current of several 
hundred pertent fora few -sec- 
onds up to a few minutes, de- 
pending on the load requirements, 
yet instantly trip on a “short” or 
a current surge of say. 800 per 
cent or over. 


Plans Begun For AIEE Annual 
Convention: in Washington 


W. H. Harrison, president of 
the American Institute of Electri- 
cal Engineers, has announced the 
appointment of members to ar- 
range for the annual convention 
which will be held in Washing- 
ton, D. C., in June, 1938. 

William McClelland, president, 
Potomac Electric Power Co., has 
been named honorary chairman, 
and Harry W. Osgood, electrical 
engineer, Potomac Electric Power 
Co., will’ serve as _ chairman. 
Most of the menibé's of the Gommit- 
tee are. from the Washington “area: 
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Trends In Appliance Design Noted 
At Manufacturers’ Displays 

ANY interesting trends have 

been observed in the new 
models of appliances displayed by 
manufacturers during the last 
few weeks. In strong competition, 
manufacturers of electric, gas 
and oil home appliances have 
made important changes in their 
1938 models to add to the salabil- 
ity of their products. 

New low cost, efficient cooking 
will be stressed by all range 
manufacturers. It is expected that 
the new gas and oil ranges will 
feature heavily insulated ovens 
that will retain heat over longer 
periods than present models. Re- 
fractory heating units, which will 
reflect the heat evenly over the 
entire baking and broiling sur- 
face is another feature already 
introduced to a limited extent on 
gas range models but which prom- 
ises to make strong appeal on the 
1938 models. 

Pressure cookers, long known 
to the gas industry, but exploited 
by the electric range manufac- 
turers, will, it is believed, appear 
on many 1938 gas ranges, and 
new timing devices on ovens and 
cooking units will tend to make 
the gas range models practically 
self operating. 

Electric ranges will stress ef- 
ficiency, one piece construction, 
insulation, controlled heat and 
economic operation. 

Refrigerators will stress low 
temperature controls, and many 
will be fitted with new type hy- 
drators, ice cube release trays and 
refrigerator sets. 

Ease of operation will be a fea- 
ture of the new washers, many op- 
erations in one machine, a new 
talking point. Ironers will also 








IN THIS SECTION: 
A Showroom Built for Showmanship 
Promoting lroner Sales 
Salesmen’s Wives Attend Dealer Meetings 








stress economy and ease of opera- 
tion. 

White, it appears, will continue 
as the dominate color with black, 
chrome, red and blue important 
accents. In some instances, how- 
ever, dubonnet, coral and navy 
accents will appear on deluxe 
models. 

As in the furniture lines, lamps 
will probably “go modern” to a 
greater extent than heretofore. 
The new modern however, will be 
a simplified, conservative revis- 
ion of the former modern, the an- 
gular, modernistic models of the 
past fading into the background 
to be replaced by the new, clas- 
sic, “poised” modern. Reflector 
type lamps, and three and four 
way lighting are expected to be 
the big talking points. 

New materials in shades, and 
wood, plastic, and glass bases all 
in new variations of the original 
theme, will probably be _ intro- 
duced. 


Refrigeration Replacement Volume 
Expected For 1938 

The refrigerator replacemeni 
market will be a volume market 
for the first time in 1938, expand- 
ing greatly within the next four 
years, according to Marvin S&. 
Bandoli, refrigeration sales man- 
ager for Kelvinator. More than 
560,000 families that replaced ice- 
boxes with electric refrigerators 
ten years ago, he prophesies, are 
now planning to buy again. 

Mr. Bandoli estimates that the 
sales potential for 1938 will be 
approximately 2,500,000 refrigera- 
tors of which 1,000,000 will be in- 
stalled in new homes, 850,000 in 
existing homes still without elec- 
trical refrigerators, and 65,000 as 
replacements. 


Building Stimulation Expected 
To Increase Appliance Sales 
As the government announces 
plans for its big drive for housing 
by financing mortgages via F. H. 
A., guaranteeing up to 90% of ap- 
praised value instead of the for- 
mer 80%, people will be encour- 
aged to buy. Reduced carrying 
costs and rates on government- 
guaranteed loans and extended 
guarantees to big operators, build- 
ing for sale or for rent, is planned 
to generally promote a bargain 
sale for home building and buy- 
ing, and public interest in resi- 
dential building is expected to 
boom during 1938. As a result, 
possibilities for increased sales in 
home furnishings look promising. 
Commenting upon the future 
prospects of the home furnishings 
industry, Lawrence H. Whiting, 
president of the American Furni- 
ture Mart in Chicago, states: 
“Motivated by the appliance 
producers, who, by introducing 
moderately priced appliances and 
labor saving devices to the 
masses, have given both city and 
rural homemakers a new interest 
in their kitchens which has spread 
through the entire home, the in- 
dustry faces a new, unparalleled 
market. Today, the average $10,- 
000 home attracts about $1,600 in 
furnishings to the kitchen—more 
than any other room in the house. 
“It must be borne in mind that 
this has not been by chance and 
that there is a sound reason that 
the kitchen is getting the major 
part of the homemakers’ dollar. 
Aggressive selling and merchan- 
dising, coupled with constant im- 
provements in new models, has 
produced sales, and given a new 
outlook to all phases of the home 
furnishings industry.” 
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Showroom 
Built 


for 
Showmanship 


By Dwight Abbott 


ECENT removal of the Wal- 
R ler Electric Appliance Co., 
of Shreveport, Louisiana, 
to a new store across the street 
from its original location, a store 
“built for showmanship” in elec- 
tric appliances, marks the close 
of the first year of existence for 
a firm having remarkable growth. 
The new building, 40 by 90 feet 
for the main display floor, and 
with a 40 by 40 foot display and 
office balcony, represents an in- 
crease of about five times in show 
space and shops for the firm, over 
the old location. This may well be 
taken as representative of the 
phenomenal growth of business 
done by the firm, according to P. 
D. Waller, owner and operator. 
But the outstanding feature of 
the new location is the fact that 
the building itself was “built to 
specifications” of its present ten- 
ant, who took a five year lease 
on it. 





This means, Mr. Waller ex- 
plained, that he was given a great 
deal of freedom in his choice of 
arrangement of space in the build- 
ing and other features of interior 
construction. Essence of his plan 
of construction was “show space 
—and plenty of it,” Mr. Waller 
said. 

The building, in light brick, 
was given a modernistic, two story 
front, with black carrara glass 
columns. Windows are ample; 
they are flush with the central 
door, which divides the front into 
two show windows. Depth of them 
permits excellent groupings of 
the major appliances, as well as 
the massed display of minor ap- 
pliances sold by the firm. 

Need of ample show space for 
the Waller firm is suggested by 
the fact that Waller sells G. E. 
radios, the Hotpoint refrigera- 
tor, Easy Washing machines, 
Weber display cases, the Westing- 





house commercial refrigerator, 
and Westinghouse air condition- 
ing. Waller is also the distributor 
for Westinghouse commercial re- 
frigeration, and Weber display 
cases, 

Of unusual interest for display 
purposes are the large, high-top 
pine display tables in the display 
room, which runs about half the 
length of the building, toward the 
rear. The rear of the building, 
under the almost equally long bal- 
cony, is given over to shops and 
immediate storage needs. 

The natural finish display table 
tops are firmly fixed on iron pipe 
legs. Their fixed positions on the 
floor, through the central part of 
the display room, are at various 
angles with the center aisle, 
which eliminates monotony in ar- 
rangement. The fact that they 
are stationery also does away with 
any “messiness” in appearance 
which results when tables are 
shoved out of line. 

They are of uniform size, ex- 
cept for a large table in the rear, 
just in front of the balcony steps. 
This table, at the end of the aisle 
through the middle of the store, 

(Continued on page 76) 


The display room of Waller Elec- 
tric Co., Shreveport, La., was care- 
fully designed with a single pur- 
pose in mind—showing appliances 
to best advantage. A group of 
natural finish pine display tables 
for small appliances occupy the . 
center of the room, with -major 
appliance groups around the walls. 
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PROMOTING IRONER SALES 


By J. M. Michael 


OME appliance dealers will find much helpful 


WAS much surprised 
I recently when inter- 
viewing two young- 
sters, fresh out of college, 
who had traveled in Europe 


sales 
promotion of electric ironing machines. The author, 


information in this discussion 


Eastern division manager for Apex Rotarex Corpor- 
p f 


tract the attention to other 
electrical appliances. Ac- 
tion is needed in every store 
and every store window to 
stop customers and to make 


the 


the past summer. They ation, first presented this discussion before the co- them inquire about the 
were both impressed in operating dealers of a large electric utility things offered for sale and 
the same way when I asked ironing machine demon- 
them what one difference they linen for the average house. sirations will serve this purpose. 


noted about Europe in contrast with 
this country. 

Their answer, given separately 
and at different times at our din- 
ner table, was as follows: The 
people of Europe are drab, untidy 
and uninteresting in comparison 
with people in similar positions 
and places in this country. One 
example illustrates the difference 
beautifully. 

One of these youngsters had 
spent some time at Toulouse Uni- 
versity, one of the ten foremost 
universities of Europe, and ac- 
cording to my informant, it was 
common practice in the student 
dormitories to change bed-cloth- 
ing, such as sheets, twice during 
the school year. This is a notable 
contrast with our standard of liv- 
ing and typical of the entire pro- 
gram of personal appearances and 
methods of living. 

If our appearance is of such 
importance, an abundance of clean 
linen is a real problem for every 
family in this country. Clean 
linen may not make a man but 
does add respect for his family. 
We all take pride in seeing our 
loved ones clean and smartly 
dressed. The ironing machine will 
contribute more than any other 
electrical appliance to the supply- 
ing of an abundance of clean 


It takes more than display on 
dealers floors to sell ironing ma- 
chines. It is a specialty. We have 
to tell the news story to interest 
prospects. Ironing machines will 
not sell themselves. More talk and 
creation of desire than we are 
now employing is needed. Last 
year, one thousand words were 
spoken in behalf of the washing 
machine for every word spoken 
about the use and desirability of 
ironing machines. 

Dale Carnegie, eminent author- 
ity on “making friends,” empha- 
sizes an age old philisophy; name- 
ly, we must “give if we would re- 
ceive.” 

What have we to give when dis- 
cussing an ironing machine and 
how will ironing machines make 
us more popular with our cus- 
tomers? 

Let’s give to every housewife 
the story of the ironing machine. 
It’s news to a great many women. 
Start with the theme song that an 
abundance of clean linen is en- 
joyed by everyone. Follow with a 
statement that no home laundry 
is complete without an ironing 
machine. Use the ironer as a 
spear-head in the drive for spring 
appliance selling. The ironing 
machine is a good barber post in 
your electrical department to at- 


Remember the ironing machine 
fits into any room in the house. 
The models used today may be 
used as a piece of furniture, such 
as a table, dresser, or, a server 
in the dining room. 

We are selling the service which 
the ironing machine renders and 
not how the ironer is built. True, 
less than ten per cent of the 
homes own ironing machines. 

Remember a great deal of iron- 
ing is done at home even though 
the washing is sent out. 

Remember that an eight year 
old girl may quickly learn how to 
use the ironer. 

Remember that the ironing ma- 
chine has been sold as a difficult 
appliance to learn to use. We 
stress today that this method of 
selling is wrong. The ironer has 
taken so long to catch on, pri- 
marily, because we have created 
fear that the customer would have 
difficulty in learning the use of 
the ironer. 

Remember that heat and pres- 
sure are the two qualities which 
the ironing machine contributes 
to make ironing easier. 

Remember that the ironing ma- 
chine saves energy and that the 
average woman ironing for four 
people with a hand iron lifts 

(Continued on page 78) 


“Where salesmen talk ironers to every washer prospect, one 
ironer can be sold for every two washer sales ina 
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T « Southern Equipment 
Company of San Antonio, 
Texas, wholesalers of elec- 
trical supplies and appliances, 
has inaugurated a new policy in 
their dealer-meetings this year by 
extending an invitation to the 
wives of dealers and dealer-sales- 
men to attend such meetings, and 
take part in the discussions. 

Adoption of this policy has re- 
sulted in a number of marked im- 
provements, which might be sum- 
marized as follows: 

1. The dealer, or salesman, 
and his wife have a mutual inter- 
est in his work. Consequently, if 
both attend these meetings, they 
will talk over, between them- 
selves, certain features of the 
business to the benefit of all con- 
cerned, 

2. When the men bring their 
wives, they attend all the ses- 
sions, and pay more attention to 
what is being discussed. The men 
are better behaved and absorb 
more of those selling points which 
are so essential to good merchan- 
dising. 

3. When the women become 
interested in the new radio receiv- 
ing sets, electric refrigerators, or 
other electrical appliances, they 
discuss their features at club 
meetings, and among their neigh- 
bors,- friends and relatives. This 
results in more prospects, more 
sales, and keeps the merchandise 
before the public. 

4. Since the woman is the fi- 
nal judge of this merchandise, as 
she is the one who will use 


it, the remarks, criticisms or sug- 
gestions advanced by women at 





Gratifying results have 
been obtained by the 
Southern Equipment Co., 
San Antonio, Texas, from 


their recent innovation in 
dealer sales meetings 
which now include sales- 
men’s wives as well ts 
salesmen 


By B. C. Reber 





Salesmen’s Wives Attend 
Dealer Meetings 


these meetings frequently bring 
out some valuable sales argu- 
ments—points that a man might 
overlook—that build up a new in- 
terest and value for the products. 

At the first meeting to which 
women were invited, a close study 
of their reactions was made. It 
was found that the women pay 
closer attention to everything 
that takes place; that they are 
quicker to appreciate improve- 
ments and innovations incorpor- 
ated in appliances to lighten work, 
reduce costs of operations, or im- 
prove their appearance; and they 
are quicker to ask questions when 
in doubt about any feature. 

It was further observed that 
women do not care for technical 
terms which are confusing, am- 
biguous or without purpose. In- 
stead, they prefer those everyday 
expressions which describe in sim- 
ple, direct language just what is 
being demonstrated, and what 
will be accomplished. 

As a result of these observa- 
tions, a radical change in the mer- 
chandising methods of this or- 
ganization has been effected. Fu- 
ture plans call for closer coopera- 
tion with the women, inviting them 
to sit in on all meetings, sales de- 
monstrations, introduction of new 
models, and other business con- 
ferences. 

“We hit upon this plan when we 


were seeking some new plan which 
would enable us to get better re- 


sults from our meetings,” Frank 
G. Atwater, general manager of 
the company, explained. “From 


our vast observations, it was evi- 
dent that these meetings were not 
accomplishing the results for 
which they were arranged. Many 
of the men would attend the 
luncheon, or banquet, and then 
drift off into the hotel rooms to 
enjoy a little drinking or down in- 
to the lobby where they would dis- 
cuss matters entirely foreign to 
the meeting. 

“We could spend hours in explain- 
ing and demonstrating the new fea- 
tures of a product, its sales possi- 
bilities, and what might be expect- 
ed from it, and would then go back 
to the office uncertain as to wheth- 
er we had accomplished anything 
or not. We would register two or 
three hundred dealers and salesmen 
for the luncheon on banquet, and 
would have only a hundred or so for 
the meeting. This, more than any- 
thing else, proved that we were not 
getting the results at these meet- 
ings that we desired; results that 
were vitally important if these men 
were to return to their homes en- 
thusiastic over what we had _ to 
offer them. 

“Now, when we hold any of these 
meetings, we may‘look forward to 

(Continued on page 50) 
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@ PURIFIED ASBESTOS 
FOR HEAT RESISTANCE 


There's just one way to insure dependable 
Install wire and cable that 
will carry on, regardless of treatment of environ- 
That means switchboard wire and control 
cable insulated to resist flame, severe heat and 


switchboard service. 


ment. 


moisture. It means, in short, Deltabeston. 


Ordinary insulation fails when confronted with 
high temperatures or fire from an outside source. 
Not Purified Asbestos! This exclusive Deltabes- 
ton insulation is built to stand up under abnormal 


treatment — laugh at high temperatures! 
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@ FELTED INSULATION 
ELIMINATES CRACKING 


Deltabeston construction results in wire of uni- 
formly small diameter. Felted insulation eliminates 
cracks and breaks, even when it is bent at sharp 


angles. Installations are neater — service is safe 


and lasting. 


A complete line of Deltabeston Wire and Cable 
is distributed by General Electric Merchandise 
Distributors and Graybar Electric Company. For 
helpful bulletins and samples write to Section 
Y-8201, Appliance and Merchandise Department, 
General Electric Company, Bridgeport, Conn. 


GENERAL @ ELECTRIC 


DELTABESTON WIRE AND CABLE 


APPLIANCE AND MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONNECTICUT 
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Sales Tax Collections Indicate 
Trend of Appliance Sales 


Electrical supplies and house- 
hold appliance sales accounted 
for $114,565 of the sales tax col- 
lections totaling more than $10,- 
000,000 collected in the state of 
Oklahoma during the fiscal year 
ending June 30, 1937. 

Collections by months during 
this period, which give a good in- 
dication of the conditions of the 
electrical appliance trade in Okla- 
homa during recent months, were 
as follows: July, 1936, $6,139.38; 
August, $9,227.90; September, $9,- 
841.18; October, $9,392.36; No- 
vember, $8,274.93; December, $7,- 
888.88; January, 1937, $10,602.87; 
February, $7,013.05; March, $8,- 
314.49; April, $11,529.16; May, 
$12,765.06 and June, $13,526.71. 

Collections during the 1936-37 
period were nearly four times the 
amount of collections in the cor- 
responding period for 1935-36, 
when collections amounted to 
$26,944.73. Adjusting for the in- 
crease in the sales tax from one 
per cent to two per cent, this com- 
parison indicates an increase in 
business in the state of slightly 
more than 100 per cent over the 
corresponding period of last year. 


Miniature Automobile Used As 
Advertising Stunt — 


The Wallace Johnson Home Ap- 
pliance Company of Memphis, Ten- 
nessee, has utilized a miniature 
automobile to good advantage as a 
means of obtaining publicity. The 
car is a tiny racer, powered with a 
gasoline washing machine engine. 











ELECTRICAL SOUTH for JANUARY, 1938 





Clark-Darland’s new electric kitchen, installed in the First Street store of the Clark- 
Darland Hardware Company, Tulsa, Okla., is a model of kitchen engineering. Here 
demonstrations of all types of kitchen management will aid this dealer in the sale of 
the essential kitchen equipment—electric refrigerator, electric range, electric dish- 


washer sink, water heater, etc. 


The midget car is most attractive 
and the boys of the city clamor for 
the privilege of driving the small 
car about to advertise washers, re- 
frigerators and other electric ap- 
pliances. However, J. A. Leach, 
sales manager of the firm, requires 
each boy to obtain written permis- 
sion from his parents. 


Policy Regarding Use of IES 
Lamp Symbol Announced 

The Illuminating Engineering 
Society, whose initials have become 
widely known as a result of their 
use in identifying portable lamps 
constructed in accordance with 
specifications approved by the So- 
ciety, recently issued a statement 


This midget car powered with a washing machine gasoline engine, is available to the 
boys of Memphis through the Wallace Johnson Home Appliance Company. The 
midget car, carrying suitable mention of the firm, is just another method utilized 


by this company to obtain publicity. . 


of policy concerning the use of the 


[.E.S. name and initials. 

1. The name, initials and insignia 
of the Society shall be used only in 
connection with lamps that have been 
built to meet the Society’s specifica- 
tions and that have been _ properly 
certified by either of the two labora- 
tories recognized by the Society for 
this purpose. But attention is direct- 
ed to the fact that there is no such 
thing as an “I. E. S. type” of lamp— 
a portable lamp either meets’ the 
specifications or it does not. 

2. The full phrase ‘Certified I. E. 
S. Specification’ is to be used 
wherever the initials I. E. S. are used 
to describe a certified lamp. 

3. The Society favors the use of a 
facsimile of the certification tag in all 
advertising which offers I. E. S. 
lamps for sale. 

4. The name or initials of the 
Society must not be used as a part 
of the name of any company, cor- 
poration, partnership, or organized 
trade association. 





Electrical League’s Mailings 
Promote Industrial Work . 
(Continued from page 10) 


the fact that 9 out of 10 industrial 
establishments are actually los- 
ing money from old-fashioned, de- 
ficient electrical wires and equip- 
ment. The letter directs attention 
also to a return postcard which 
will entitle the industrial estab- 
lishment to a complete check of 
its electrical system for losses, 
adequacy and efficiency. ‘ 
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SILEX JR. ELECTRIC TABLE 
MODEL 


6 or 8 cup electric model with 
Anyheet Control and FREE tray 
$6.95 VALUE FOR $5.95 (in black) 
$7.40 VALUE FOR $6.25 (in red) 








Visit the Silex 
Display Room 
SILEX JR. ELECTRIC TABLE SILEX ME EVERYDAY KITCHEN 661A—Stevens Hotel 
MODEL MODEL 


6 or 8 cup with FREE tray 6 or 8 cup with FREE tray 
$5.45 VALUE FOR $4.95 (in black) $3.45 VALUE FOR $2.95 (in black) Place Your 
$5.90 VALUE FOR $5.25 (in red) $3.90 VALUE FOR $3.25 (in red) Order NOW 


THESE OFFERS EXPIRE FEBRUARY 28, 1938 


FALE X 


Display GLASS COFFEE MAKER 
Stuffers 


Boxes The Silex Co Hartford, Conn 
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Review oF New AppLiANces FoR 1938 


DVANCING introduction of 1938 

household refrigerators and 
other appliances to dates from one 
to three months earlier than has been 
the custom, manufacturers gave ap- 
pliance dealers a splendid opportun- 
ity to capitalize Christmas business to 
their own advantage. A few details 


of some of the new lines follow. 





Kelvinator 
(Photos on page 30) 





ETAINING the popular’ and 
proved-efficiency features of the 
1937 line, Kelvinator’s ranges for 
1938 each embody three Chromalox 
Superspeed surface units. Optional 
on Kelvinator ranges are armored 
surface units which proved so popu- 
lar in 1937. 

Another feature of the 1938 Kel- 
vinator ranges is the single unit Watt 
Watcher oven, embodying the sound- 
est principles of uniform heating. By 
the air-flow principle, heated air is 
circulated evenly throughout the oven 
space with the result that meats, pas- 
try, cakes and other foods are baked 
or roasted evenly all over with all 
the nutritive juices retained. 

Non-tipping trays and a porcelain 
broiler pan with a smokeless grill, 
giving the effect of charcoal broiling 
are other specific features appealing 
to the housewife. The counter-bal- 
anced oven door has an automatic 
stop in broiling position. It becomes 
a strong solid tray when fully opened. 
The oven racks and unit are easily 
removed, permitting easy cleaning of 
the oven chamber which has well- 
rounded corners. 

Of the seven different models 
which Kelvinator presents this year, 
three models are designed for apart- 
ments and small homes where space 
is likely to present a problem. 

Foremost among the new features 
of the 1938 Kelvinator refrigerator 
is the sealed Polar Power Unit, with 
a capacity, in terms of cold making, 
equal to 1050 pounds of ice per week. 

Quietness is a particular charac- 
teristic of Kelvinator’s new sealed 
unit. The unit operates in a bath of 
oil and therefore requires no oiling. 

The ‘“‘Speedy-Cube Release’ on 
metal grids, makes it possible to eject 
all or part of the cubes. The dial and 
the built-in thermometer on the new 
standard models are illuminated. 

All KS models are equipped with 
new shelf thermometers encased in 
beautifully polished metal to match 
the evaporator door, and located on 
the second shelf. The K4 model 
is equipped with sliding and lift out 
type shelves, and a vegetable crisper 
and utility basket. 

All shelves are sliding and all are 


adjustable on the 1938 standard five, 
six and seven foot models, allowing 
for the storage of bulky items. 





Hotpoint 
(Photos on page 30) 





ORECASTING the optimism with 

which business leaders are look- 

ing forward to 1938, the Edison Gen- 

eral Electric Appliance Co. recently 

unveiled the most complete line of 

major electrical appliances in its his- 
tory. 

Ten new models of electric ranges, 
divided into three lines for the three 
major price brackets; fifteen new 
models of refrigerators, from 3-cubic 
foot up to and including 16-cubic 
foot sizes; and complete new lines of 
washers, ironers, electric water heat- 
ers and dishwashers, were shown. Of 
unusual interest was the introduction 
of a new Hotpoint electric sink, with 
an electric waste unit, an innovation 
in the line. 

Modern streamlined styling, gleam- 
ing white finishes and numerous me- 
chanical refinements and convenience 
features contributing to smarter 
kitchens and additional ease for 
homemakers feature the new line. 

Preference of women for built-to- 
the-floor electric ranges to conform 
to the streamlined design of the mod- 
ern all-electric kitchen, is seen in the 
new range line. Attractive mirrored 
switch buttons, door and drawer han- 
dles are a departure from former de- 
sign. All of the models have Hi- 
speed Calrod cooking units, developed 
and pioneered by Hotpoint. A unique 
pilot light of ground glass, a com- 
bined Timer Clock and Time Chime 
for timing oven cooking operations, 
condiment jars and a smart indirect 
light illuminating the top of the range 
are other noteworthy features. Many 
of the new models have special warm- 
ing compartments for warming 
dishes before serving. 

The new refrigerator line offers, in 
addition to improved modern styling, 
two revolutionary new features—Cir- 
culaire cooling and a new Pop-Ice 
Tray, which releases ice cubes two at 
a time, if desired, leaving the remain- 
ing cubes intact until needed. An ex- 
terior fan which operates only when 
the refrigerator is running is respon- 
sible for the new cooling feature, 
which is said to contribute lower 
operating costs, decreased running 
time, and an increase in refrigerator 
capacity and ice freezing. The new 
line also features Five Zones of Cold, 
providing the right temperature for 
individual foods, and new gliding 
shelves which permit unusual flex- 
ibility of interior arrangement. The 
Hotpoint Thriftmaster and Speed 


Freezer, announced last year, are con- 
tinued with additional refinements. 
Seven new washers, including five 
wringer and two spinner top models, 
and five new electric ironers, feature 
the new home laundry equipment 
line, which has been restyled in mod- 
ern, streamlined design. Electric 
water heaters are offered in the most 
complete range of sizes in the indus- 
try, in both round and the popular 
rectangular design. The new dish- 
washer line includes, in addition to 
the new dishwasher-sink combina- 
tion, a single unit dishwasher, for in- 
dependent use, and a special unit de- 
signed for service with sinks, or tops, 
supplied by other manufacturers. 





General Electric 
(Photos on page 32) 





ECHANICAL refinements and 

increased insulation efficiency 
have decreased the operating costs of 
the 1938 line of General Electric 
“Triple Thrift’ refrigerators on some 
models more than 20 per cent below 
the record low of the 1937 line, it 
was announced to distributors at Nela 
Park during the preview of 1938 
models. 

While the exterior appearance re- 
mains the same as last year, added 
convenience features and greater 
flexibility of the interior cabinet ar- 
rangement show many improvements 
over preceding models. 

Probably the most notable of new 
conveniences is the new General Elec- 
tric Quick Tray which, because of its 
revolutionary design, combines fast 
freezing with extremely easy cube 
removal. Cubes are released by an 
easy lever action two at a time, and 
an entire tray can be emptied in less 
than ten seconds. 

Vegetable containers are standard 
equipment on all 1938 models, and 
on most models the container is a 
sliding drawer. On some models a 
drawer for storing fruit is also in- 
cluded. A removable split bottom 
shelf is another new 1938 feature 
which is very handy when storing 
large containers and bulky foods such 
as watermelon, turkey, or high bot- 
tles, 

Standard equipment on deluxe 
porcelain models includes a set of 
oven-proof storage dishes which 
serves the triple purpose of storage, 
baking, and table service pieces. 

Throughout 1938, national maga- 
zine advertising will be substantially 
increased, factory - paid billboards 
will appear during the four peak 
months of March, April, May and 
June in more than 750 trading cen- 
ters and national highways. Factory- 


(Continued ov page 30) — 
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WATCH for the big announcement in this 
magazine next month and in country-wide 
meetings all during February. 

LEARN the facts that give you the strongest 
selling story in electric range history — the 
amazing story taken from the experience- 
records of Proving Kitchen Hostesses from 
coast to coast. 

SEE the new profit-feature 9 model line of 
beautiful Westinghouse Kitchen-Proved 
Ranges — and the powerful sales-winning 
promotional assistance that is all ready to 
work for you. 
SIGN NOTHING—promise nothing—until 
you have seen the 1938 Westinghouse 
Kitchen-Proved Ranges that SELL FAST 
.»- SELL BETTER... BOOST PROFITS. 


WITH WESTINGHOUSE 
.»- The News will be out in February! 


Westinghouse &# ree Ranges 
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— right thereon your store front, ‘a big, handsome sign with brilliant Neo :- 
lighted letters — dominating your street day and night with this proud message, 
“HERE is a busy Westinghouse Electrical Appliance Store.” 


To the thousands of enthusiastic present users 
of Westinghouse appliances it says, 
“HERE you can buy that Westinghouse 
Electric Refrigerator, Range, or other 
Westinghouse Appliances you’re plan- 
ning to get — all of the same quality 
you already know so well.” 

To other thousands who hear these users 
praising their Westinghouse appliances it says, 
“Here YOU can inspect them... see 
them demonstrated — buy them.” 


To thousands of readers of Westingho: se 
advertising it says, 

“Here YOU will find the very applian: 2s 
you have been reading about.” 


And to all it says, 

“Here YOU will find the prompt, cou r- 
teous attention, the friendly service, t 2¢ 
convenient buying terms you'd natura ly 
expect where the product members of 
this great Westinghouse family are 0n 
display.” 


Yes, a sign of expanding future based on a proud past record—a sign th:t 


always means busy business—-sales, profits, progress. 
Ask your Westinghouse man for details of the big 1938 program, or wr te 


to Dept. 840. 


WESTINGHOUSE ELECTRIC & MANUFACTURING COMPANY 


MERCHANDISING DIVISION 


Westinghouse 


° MANSFIELD OHI0 








For fifty years each new member of 
the Westinghouse merchandise family, 
in turn, has had responsible parentage, 
careful bringing up. Each has won a 
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KELVINATOR 


KELVINATOR (Left)—(1) Model ER 50 of the 1938 range line 
features cleanliness and economy. (2) Six models are available 
in the Kelvinator water heater line, ranging from 30 to 80 gallons 
in capacity. (3) Model PK6-38 in the household refrigerator 
line features many new improvements, especially in the interior. 
(4) The new sealed compressor which powers all household re- 
frigerators in the K, KS and PK series. (5) All metal grid trays 
are equipped with the “Speedy-Cube Release”. (6) All shelves are 
adjustable on the 5, 6 and 7 cubic foot models. 
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HOTPOINT 





models of the new Hotpoint refrigerator line, equipped with the 
Speed Freezer and Thriftmaster. (2) Flexible interior permits 
storage of tall botties and bulky items. (3) Two large fruit and 
vegetable drawers provide easily accessible extra storage space. 
(4) An outstanding feature of the new Hotpoint refrigerator is 
the Pop-Ice Tray which insures simple struggle-free tray and cube 
removal. (5) The Hotpoint Standard line, finished in white 
baked glyptal, features one-piece all-steel cabinet, Circulaire 
Cooling, Speed Freezer and Thriftmaster. (6) Automatic elec- 


HOTPOINT (Right)—(1) 


(Continued from page 26) 
paid newspaper advertising will be 
increased 50 per cent over that of 
last year. 





Crosley 
(Photos on page 32) 


Shown here is one of the Imperial 





EAUTY through further refine- 
ments of the cabinet design, in- 
creased economy, inbuilt quality, and 
new convenience features added to 
the well-known Shelvador, mark the 
new 1938 Crosley Shelvadors. 


One of the exclusive features of the 
1938 Shelvadors is the new Crosley 
Speede-cube release and quick action 
ice tray release. A special-type lever 
of remarkable simplicity easily re- 
leases the ice tray, and then this same 
lever quickly operates an extremely 
simplified ice cube arrangement that 
loosens the cubes in a single twist of 
the wrist. 

Eighteen points of cold control per- 
mit the user to vary the freezing speed 
and the food compartment tempera- 
ture according to every need, from 
“vacation setting” to “fast freeze’’. 


tric range, Manor Royal Model RD-1 


Outstanding, of course, is the Shel- 
vador feature with the extra-shelves- 
in-the-door. Special Shelvador glass 
jars are provided that fit into the 
shelves, thus providing convenient 
storage for left-overs. The jars are 
Square-cornered and have _ snug- 
fitting lids. 

The crisper slides under one of the 
shelves in the cabinet. It is a deep, 
roomy container of porcelain enamel 
with attractive chromium handle and 
removable wire grid bottom in which 
fresh garden vegetables and fruit can 
be kept crisp, firm and appetizing for 
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OU’LL get to Profitown faster and 

more surely if you take the 
MAINLINE. No detours. No stopovers. 
And no extra fare! Get aboard and go 
places with General Electric in 1938— 
it’s another G-E year! 


In General Electric Appliances you 
have a complete line—headed by the 
popular Triple-Thrift Refrigerator that 
is the sales sensation of the year. Every 
General Electric product has been 
proved by performance—and is iden- 
tified by the famous G-E monogram 
familiar to practically every wired 
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home in America. It’s a great name 
and a great line of products. 


This year G-E sales features are even 
more attractive, prices even more flexi- 
ble, and promotion even more helpful 
than ever. G-E is years ahead — while 
others experiment General Electric 
perfects. See the new 1938 line of G-E 
Refrigerators, G-E Ranges, G-E Electric 
Sink (with Dishwasher and Disposall), 
G-E Washers, G-E Ironers, and the G-E 
“packaged” commercial refrigeration 
products. General Electric Company, 
Appliance Div., Nela Park, Cleveland, O. 


The COMPLETE Jine of electrical appliances—every one proved by performance 
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WESTINGHOUSE 


(Upper Left)—(1) 
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A removable split 


few of the sales points of the Crosley line for 1938. (2) 














The new 


bottom shelf is one of the features of the 1938 G-E refrigerator. 
(2) Vegetable containers are standard equipment on all 1938 
models. (3) The most notable feature of the new line is the G-E 
Quick Tray which combines fast freezing with extremely easy cube 
removal. (4) The interior of the 1938 line offers increased 
ey eo a ae ee ee ae eee ee 
CROSLEY (Upper Right)—(1) Cold control featuring 18 points, 
extra shelves-in-the-door, flexible interior arrangement, and the 
new improved Crosley Electrosaver hermetically sealed unit are a 


Crosley Speede-cube release ice tray loosens cubes with a single 
i ee ee, ae ug aS ee ek) se ee Of 
WESTINGHOUSE (Below)—(1) A new temperature regulator in 
a more convenient location is one of the many new features in- 
troduced in the 1938 line of Westinghouse refrigerators. (2) 
Every model is equipped with Express trays of the Ejecto-cube 


type greatly simplifying ice cube removal. (3) Other features 
include built-in humidity storage, a new meat storage compart- 
ment and modern styling. ; ee Oe a 





days. It also has many other uses, 
such as chilling salads, fruit dishes, 
candy, sea foods, gelatin, etc. 

A section of the lower shelf of the 
DeLuxe Models may be lifted out for 
the storage of bulky items such as a 
big roast, a turkey, or a quantity of 
tall bottles. 

The shelf arrangement and spacing 
have been carefully planned to give 
more usable shelf room and ready 
accessibility to all food items. Hard- 
ware is chromium finish. 

The new improved Crosley Elec- 
trosaver hermetically sealed unit, 


introduced in 1937, is used in the 
1938 models. The concealed venti- 
lated front in the cabinet provides 
for adequate ventilation and increases 
operating efficiency in addition to 
lowering costs. 





Westinghouse 
(Photos on pages 32 & 38) 





UT of the Westinghouse inter- 
nationally established ‘Proving 
Kitchen” program has come the new 
1938 line of household refrigerators 


with an imposing array of features. 

The new features include a special- 
ly designed porcelain meat compart- 
ment, glass-top humidrawer for extra 
large quantities of vegetables and 
fruits, super capacity froster for ad- 
ditional frozen storage room, and a 
new temperature regulator, more 
conveniently located with zone con- 
trol and finger-tip dial. 

Ex-press tray lifts on every tray in 
every model make the Westinghouse 
Eject-o-Cube trays more efficient 
than ever. Delphinium blue food- 
saver dishes provide storage for left- 
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To insure that the combination of in- 
gredients, the mixing and the vulcan- 
ization of a rubber compound are equal 
to Crescent’s high quality standard, 
which enable the insulation to meet 
the most rigid requirements, we sub- 
ject the rubber compound to an ex- 
acting test for tensile strength, elon- 
gation and set, both before and after 
accelerated aging. 


Just as other tests certify its acid, 
water and wear-resistant qualities, 
Crescent rubber here proves its abil- 
ity to withstand the mechanical strain 
to which it is subjected during in- 
stallation and operation. 


The Third in a Series of Sidelights on the Production of 
Crescent Wire and Cable 
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overs. These food-saver dishes can 
be placed in an oven if desired as 
they are impervious to temperature 
changes, 

The new meat storage compart- 
ment is one of the outstanding fea- 
tures of the new Westinghouse line. 

The new temperature regulator not 
only provides temperature setting 
easily and quickly read but also gives 
the range of temperature for that 
particular setting. The built-in humi- 
dity storage compartment is located 
at the bottom of the box. 

Designed to cook fast, cook better 
and save money, the new 1938 line of 
Westinghouse ranges, consisting of 
ten models, introduces the new exclu- 
Sive SuperOven, with increased ca- 
pacity and _ scientifically balanced 
heat distribution, and faster, more 
efficient exclusive four-heat Corox 
Economizer Surface Units. The new 
Westinghouse range features are also 
the result of suggestions and com- 
ments made by Kitchen Proving hos- 
tesses, 

Features of the new Westinghouse, 
in addition to the exclusive Super- 
Oven and Corox Economizer Units 
include: easy-to-clean one-piece top 
and back splasher; front operating 
clocks; easy-to-clean oven with 
rounded corners and rounded shelf 
supports; automatic indirect light- 
ing; compact oven utensil set; and 
large roller storage compartment and 
utensil file. Every range in the new 
line is equipped with a single dial 
oven control so that at the turn of 
one switch the oven is turned on and 
the temperature set. 

Other attractive features found in 
the new Westinghouse line are: super 
accurate oven temperature control; 
oven signal lights; balanced, shelf- 
type self locking door; completely 
removable oven equipment; deep well 
Economy - Cooker with adjustable 
trivet and deep fat fry basket; auto- 
matic appliance receptacles; adjust- 
able platform lights that illuminate 
the entire platform surface; air- 
cooled handles; minute minder, a con- 
venient signaling device that marks 
a predetermined time for surface 
cooking; cigarette lighter and an at- 
tractively illustrated recipe book. 


Frigidaire 
(Photos on pages 36 & 38) 





WENTY five outstanding features 
have been built into the new 
Frigidaire range. These are: all 
porcelain cabinet, enclosed type cook- 
ing units, three-heat cooking units, 
simmer heat cooking units, silver 
contact switches, well cooker, full 
size oven, measuring over 14 by 16 
by 18 inches, rustproof oven interior, 
seamless oven lining, non-tilt, posi- 
tive-stop oven shelves, shelf type oven 
door, smokeless broiler, hydraulic 
‘thermostat,. warming compartment, 
time signal, automatic electric time 


ELECTRICAL SOUTH for JANUARY, 1938 


control, one piece cooking top, one 
piece base type design, flush wall 
top, accepted built-in dimensions, 
front opening vent, utensil storage, 
lamp, condiment jars and fully en- 
closed wiring. 

Frigidaire’s even-heat oven ends all 
baking uncertainties, according to 
the announcement. It will perfectly 
bake six loaves of bread at one time. 
The hydraulic thermostat control of 
oven heat keeps oven temperatures 
accurately and saves current con- 
sumption by preventing fluctuating 
temperatures. Ovens are insulated 
with glass wool, which cannot sag 
and is not affected by moisture. 

The surface units of the new Frigi- 
daire range, built by Chromalox to 
special Frigidaire specifications, are 
fully enclosed. 

Fifteen models make up the 1938 
Frigidaire household refrigerator 
line. Outstanding feature of the 
1938 models is a major slash in oper- 
ating costs made possible by several 
basic developments in the design and 
construction of both the mechanical 
units and the cabinets. 

New achievements in quiet opera- 
tion, incorporated in the “silent 
meter-miser’, an advanced type of 
quickube tray, improved streamline 
design, embodying all-steel, one- 
piece, wrap-around cabinet and chas- 
sis, are a few of the many features. 

Exterior appearance of all cabinets 
is streamline. One piece porcelain- 
on-steel exterior cabinet shells are 
standard, with new beauty and ease 
of cleaning stressed. New suspen- 
sion for the freezer in the back of the 
cabinet permits both construction and 
assembly which are said to add to the 
overall efficiency. 

More usable height and width in 
food compartment interiors add to 
convenience in normal usage. All 
shelf bars are placed closer together, 
thereby further eliminating tendency 
on the part of narrow bottom con- 
tainers to tip. All insulation is com- 
pletely sealed against moisture and is 
good for the life of the cabinet. 





Apex 
(Photos on page 36) 


PEX will feature three new lines 

of refrigerators for 1938. One 

series will be known as the Extra 

Value line, another as the Air Condi- 

tioned line, and the third as the Two 
Zone model refrigerator. 

The Extra Value line, which will 
include seven models ranging in size 
from 3 cu.f. to 8 cu.f., features extra 
large shelf area with scientific ar- 
rangement of shelving space and 
giant freezing chamber, which affords 
ample storage space for keeping espe- 
cially large quantities of food. 

The Air Conditioned Line will in- 
clude two models. The Air Condi- 
tioned models eliminate dehydration 
and drying out of foods, and all foods 
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can be stored in the refrigerator with- 
out covering, permitting complete 
free air circulation. Transfer of food 
odors is also eliminated. 

The Apex Two Zone refrigerator 
has two separate compartments. The 
upper compartment is air condition- 
ed. Separate from the air condition- 
ed compartment is a large frozen 
storage compartment which will hold 
more than one bushel of frozen food, 
approximately 55 lbs. of meat. This 
storage compartment is maintained 
at a temperature of 20 degrees or 
lower and may be used to store meats, 
vegetables, etc., indefinitely. 

Because of the low temperature 
maintained, ice cubes are frozen fas- 
ter and if necessary the entire com- 
partment can be used to make ice. 
This line is manufactured in three 
sizes, small, medium and large. 





Norge 
(Photos on page 36) 
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ORGE engineers have this year 

produced a line of Rollator re- 
frigerators that reaches a new level 
of beauty and perfection. Sixteen 
models are in the 1938 Norge line: 
eight Standard, five Deluxe, two Low- 
Temp, and one Gasoline-Electric. All 
are powered with the Rollator com- 
pressing unit, carrying a ten-year 
warranty. 

New Norge refrigerator features 
include a completely sealed (front 
and back), odor-proof evaporator, 
with freezer shelves improved to pro- 
duce ice 25 per cent faster. Metal 
trays equipped with rubber grids per- 
mit easy removal of one ice cube, or 
the entire contents of special trays. 
Ice tray release is standard on all 
models. A nine point cold control 
is located on panel above ice com- 
partment. Evaporator door and panel 
are designed in harmony with other 
new interior features. 

Top models of the 1938 Norge line 
are Low-Temp refrigerators, so called 
because in them Norge engineers 
have combined temperatures under 
40 degrees with high humidity in the 
food compartment. 

New beauty in design, plus greater 
convenience feature the 1933 Norge 
electric range line, which includes six 
models. They are designed in 
matched combination with Rollator 
refrigerators, both in conventional 
black and white models, and in mo- 
ther of pearl. Bases of top models 
are designed flush with the floor, 
following the modern trend. Top. 
models have centrally located cook- 
ing elements. Backguard, condi- 
ments, lamp and timer device are 
beautifully styled in the modern 
manner. 

New features include Norge con- 
tact super-speed cooking elements, 
available as extra equipment. An ex- 
clusive Norge feature is controlled 
top of range cooking, through the 
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“MORE THAN ONE_E AOUSAND 


AMERICAN HOUSEWIVES CAN'T BE WRONG! 
Why is this great army of intelligent American women cooking on ‘The < H R 0 MA LOX 


Y 7 « al . . *,* A 
Chromalox units? Every kitchen a testing laboratory, every meal a criti- Super ; Sneed U N | T 
cal test, under every-day service conditions that vary from one extreme 
to the other. Why this unanimity of opinion among these one hundred elected on the basis of sales 

| d-pl i ely to Gils | annie Pia building popularity, lower 
thousand-plus users . . . and why is this number constantly growing? cocking cous nanaiahine 


Because Chromalox units show SPEED where it counts—in actual cooking . . . show speed, greater convenience 









unanswerable ECONOMY in the kitchen due to the largest flat contact area for cook- and longer service life, for use 
/ ing and their exclusive “two-units-in-one” construction . . . show LONG LIFE in actua inthe following electsic ranges 
: home use without drop in efficiency . . . show unexampled CLEANLINESS in the easil 
: cleaned flat top. Because three times in every day these units are passing the tes A-Be Copeland «Crawford 
of cooking in the kitchens of America—and that is the test for which we build the Crown « Electromaster 
W rite us or our nearest representative Estate « Frigidaire 






ATLANTA, Ga.—C. B. Rogers, 1000 Peachtree St. ® OKLAHOMA CITY, Okla. Kelvinator « Marion 

Paul Berry, 3128 N. W. 26 St. e DALLAS, Texas—Elgin B. Robertson, 1 > 

N. Zangs Blvd. @ RALEIGH, N. C.—W. R. Phillips. Monarch « Norge 

\ Prosperity « Quality 
“* 


EDWIN L. WIEGAND CO. . . 7600 Thomas Blvd., Pittsburgh, er 
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FRIGIDAIRE (Above)—(1) New Frigidaire electric ranges make 
their first appearance offering twenty-five outstanding features. 
(2) Model B-60 is offered as the queen of the line. (3) The 
attractive instrument panel. (4) The housewife will find ample 
space in the oven for preparing entire oven dinners. (5) A one 
piece stainless top is a feature of every model. (6) Moisture 
proof glass wool insulation assures economical operation . 

APEX (Lower Left)—(1) Shown here is Model C-710 of the 
1938 Apex line. High humidity is a feature of these “Air Con- 
ditioned” models. (2) The “Extra Value” line includes extra 
large shelf area, giant freezing chamber, and covered vegetable 


crisper. A third series known as the “Two Zone” line has two 
separate compartments, one of which is air conditioned. 

NORGE (Lower Right)—(1) The 1938 Norge electric range 
line, which includes six models, features faster cooking, fully 
automatic control, greater conveniences and beauty in design. 
(2) A wide choice is available in the Norge 1938 home laundry 
equipment line which includes seven new washer designs and seven 
ironers. (3) Sixteen models make up the 1938 refrigerator line. 
Standard features include completely sealed odor-proof evaporator, 
ice tray release, nine point cold control, flexible interior and auto- 
matic flood light im 





Norge selector switch operated in 
conjunction with electric clock which 
automatically controls current in left 
rear burner. 

Seven newly designed models are 
in the 1938 Norge washer line, in- 
cluding a Spin Dry type. All models 
with the exception of the Spin Dry 
washer are equipped with the sealed- 
in-oil Norge Autobuilt transmission. 
Electric models are equipped with 
“life-time” lubricated motor. 

Norge wringers are equipped with 
every convenience and safety feature. 





Wringer rolls are large, semi-soft 
balloon type, guaranteed for life 
against loosening from their shafts. 

Featherweight aluminum agitators 
are standard equipment on Norge 
washers. All models are equipped 
with steam-sealed tub cover, an ex- 
clusive Norge feature which assures 
longer heat retention and more 
thorough cleansing. 

The Norge Spin Dry washer is a 
new addition to the Norge washer 
line. This centrifugal Dryer-Type 
model washes, rinses, blues and dries, 





all in one machine. 
Six floor models and one press 
ironer are featured in the 1938 Norge 
ironer line. Norge ironers are ro- 
tary type. Rolls are open-end type, 
non-sagging. Scratch proof ironing | 
shoe has divided heat elements, with 
heat range between 250 and 450 de- 
grees F. Heat selector mounted on 
top of shoe permits selection of va- 
riable temperatures in right and left 
halves of shoe. Heat trap dome fo- 
cuses heat on roll, making the iron- 
ing operation cooler. 
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THIS ELEMENT © ///ahes 


HE driving element of the G-E Type I-30 watthour 
meter, more than any other feature, makes possible 
the straight-line characteristics between the wide-apart 
limits of 0.5 and 60 amperes. 
First of all, the I-30 meter—even when uncompensated 
—is remarkably accurate. It is the driving element that 
contributes most to this inherent accuracy. As a result 
of its fundamentally correct design, the errors caused by 
variations in load, voltage, temperature, power-factor, 
and frequency are negligible, and only slight compen- 
sations are needed. 
The load shunt, which is incorporated as a part of the 


driving element, not only compensates for heavy-load 


WIDE-LIMIT METE 
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droop, but also improves performance at light loads, so 


that the resulting load curve is accurate to lower 
values of current. 

Other refinements in design—such as new light-load and 
lag adjustments and compensation for Class | and Class 
2 temperature errors— add to the ability of the 1-30 me- 
ter to handle accurately loads that vary widely, and help 


toward making it suitable for very broad applications. 


If you should like to know more about the I-30, we 
shall be glad to send a copy of Bulletin GEA-2721. Or 
you may prefer to call in a G-E meter specialist. 
Address the nearest G-E sales office, or General Elec- 


tric Company, Dept. 6—201, Schenectady, New York. 


AVERAGE LOAD CURVE OF 15-AMPERE, 240-VOLT, 3-WIRE, 60-CYCLE, TYPE I-30 WATTHOUR METER 


1.01 


*ACCURACY 
5 
° 


9° 
© 
© 


° 10 20 


30 40 


POWER-FACTOR (P-F)= 1,00 





LOAD IN AMPERES 


* Ratio of meter readings to true watthours 
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WESTINGHOUSE (Above)—(1) 
1938 line, the ‘Emperor,’ 


proved four-heat Corox Economizer units. 
tened surface of the Corox unit results in increased cooking speed 
A convenient filing system for pots 
The “Challenger,” a popular model priced for 


and greater economy. (3) 
and pans. (4) 
volume sales. 


FRIGIDAIRE (Lower Left)—(1) *The largest household model 
in the 1938 line has 13 cu. ft. of food storage space. (2) The 
large roomy freezing compartments permits storage such as shown 


ee 


Leonard 


(See photos above) 
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t Sapecnioney and approved by 609 wo- 
men in every state during the 
summer of 1937, the new 1938 Leon- 
ard electric refrigerators have basic 
improvements that are expected to 
result in amazing economy and per- 
formance. 

Heading a list of new features in 
the line of 11 models, is the new 
sealed “Glacier Unit’. Because of 
this new sealed unit, the Leonard 


The most deluxe range in the here. (3) 


includes the SuperOven and the im- (4) Interior view of an 8 cu. ft. de luxe model. (5) 











(2) The new flat- 


foot pedal. (4) 
mometer. (5) The 
any number of cubes. 


produces more cold and more ice at 
lower cost. The new unit runs in oil 
and needs no oiling during it’s entire 
lifetime. 

Leonard’s new ‘‘Ice-Popper” in 
each aluminum tray “pops out” a 
couple of ice cubes, half a trayful or 
a whole trayful—instantly. 

Leonard’s Master Dial control has 
been retained in the 1938 Leonard 
line. It gives users a method of con- 
trolling a Leonard for faster freezing 
and for maximum economy. The 
built-in thermometer tells users ex- 
actly how cold food is being kept. 

One of the biggest improvements is 


1938 line, finished in Permalain. (2) 
evaporator. the “Zero- 
The convenient Master Dial with built in ther- 
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WESTINGHOUSE 











Exterior view of typical master and de luxe models. 
Here is a 
medium sized model equipped with a vegetable hydrator that 
EE I a SO vc teh bn at a, a) ep 
LEONARD (Lower Right)—(1) A 7 cu. ft. model, from Leonards 


Leonard's stainless steel 
Freezer.” (3) The step-saving Len-A-Dor 


“‘Ice-Popper” tray permits easy removal of 


Leonard’s ‘‘Food Fit” shelves, which 
are instantly adjustable. Every shelf 
slides and an ingenious arrangement 
enables che user to slide any shelf all 
the way out and replace it wherever 
wanted. 

The ‘‘Zero Freezer’’ evaporator on 
the 1938 Leonards is made of stain- 
less steel. Other Leonard features in 
the 1938 models include: vegetable 
bin, Len-A-Dor foot pedal, sliding 
vegetable crisper, automatic interior 
light, rearranging shelf on cabinet 
door, ball-pointed shelves, large glass 
tray for chilling meat or defrosting, 
and Five-Year Protection Plan. 
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Modern Kitchen Bureau 
Launches Campaign . . 
HE Modern Kitchen Bureau has 
announced plans, to be put into 
effect immediately, for a compre- 
hensive sales and advertising pro- 
gram, involving the expenditure of 
$350,000. The promotional efforts 
of the campaign will be placed be- 
hind electric ranges, electric refrig- 
erators and electric water heaters. 

All three product activities will 
be under the Modern Kitchen Bu- 
reau banner as a result of a deci- 
sion of various contributing manu- 
facturers to conduct an aggressive 
campaign to further consumer ac- 
ceptance of these three appliances. 
Jn addition, during 1938, The Bu- 
reau will continue on an enlarged 
scale its promotion of the modern 
electric kitchen. 

Plan books detailing the opera- 
tion of the campaign in all of its 
divisions will soon be mailed to 
utilities and local Modern Kitchen 
Bureaus. The Bureau has expressed 
the hope that projected programs 
of the individual organizations will 
be held in abeyance until the arrival 
of the plan books. Tie-in and coop- 
eration, the Bureau points out, are 
of vital importance to the success- 
ful operation of an effort of this 
nature. 

Beginning with the April issues, 
an intensive electric range cam- 
paign will make its appearance in 
an imposing list of national maga- 
zines. The advertisements. will 
dramatically acquaint the housewife 
with the modernity, speed, economy 
and cleanliness of the new electric 
ranges. 

The Bureau plans, in this con- 
nection, to inaugurate a national 
electric range spring showing—a 
point-of-sale effort that should ac- 
complish, in its field, what similar 


WITH THE 


shows do for the automobile. 

An outstandingly successful test 
advertising campaign on refrigera- 
tion which was run in the fall of 
1937 in Dallas and Oklahoma City, 
will be greatly extended in 1938. 
The six weeks test in Oklahoma 
City resulted in an increase of 40% 
in sales over the same weeks of the 
previous year. 

The program projected by the 
Bureau aims, through a series of 
interesting and worthwhile con- 
tests, to stimulate unprecedented 
activity in the sale of electric water 
heaters. 


Arkansas Utility Completes 
Contract With TVA 


The State Utilities Commission 
of Arkansas recently ordered the 
Arkansas Power and Light Com- 
pany to reduce its annual income 
by $270,000 through a revision of 
electric rates to residential, com- 
mercial and small power custom- 
ers, effective on bills beginning 
February 1, 1938. 

At the same time the commis- 
sion approved a contract between 
the power company and the Ten- 
nessee Valley Authority whereby 
the TVA will furnish approxi- 
mately 12 1/2 per cent of the 
company’s power requirements. 
The commission said TVA offi- 
cials were quoted as requiring a 
minimum electric rate reduction 
of $100,000 annually to Arkansas 
consumers as a condition of the 
contract. 

The contract with TVA calls 
for delivery of 10,000 kilowatts of 
“interruptable” service up to July 
1, 1938, and a steady increase of 
“firm” service from that date un- 
til June 30, 1942, when the com- 
pany will be obtaining 35,000 
“firm” kilowatts. 





(COMPANIES 







New Rate Study Series Published 
By Federal Power Commission 

A new series of electric service 
rate studies is now being issued 
by the Federal Power Commis- 
sion, designated as “1937 Rate 
Series B.” These reports, each re- 
lating to a single state, show typ- 
ical net monthly bills for electric 
service in effect January 1, 1937. 
The reports include compilations 
of rate data for residential serv- 
ice in all communities of 250 popu- 
lation or more, commercial serv- 
ice in communities of 2,500 or 
more, and industrial service in 
communities of 10,000 or more. 

So far, the only southern state 
report released is that on Okla- 
homa. This report indicates that 
during the two-year period follow- 
ing January 1, 1935, residential 
rate changes were made in 333 
communities, or 78.5 per cent of 
the 424 communities of 250 popu- 
lation or more in Oklahoma for 
which bills are shown. These 
changes were made by 51 utilities, 
or 63 per cent of the 81 utilities 
operating in these communities. 


Utility’s Employee Health Plan 
Emphasizes Health Protection 


The Georgia Power Company re- 
ports that a total of 1,462 men 
and women took advantage of the 
Company’s program of giving 
free health examinations to all 
employees over 40 during the first 
12 months of the plan. 

Doctors’ reports indicated that 
58 per cent of those examined 
needed professional attention of 
some kind. The treatment needed 
by employees varied from minor 
dental corrections to major oper- 
ations. The program is designed 
to help employees protect their 
health and earning power. 











Novel Campaign Promotional Material 





Provides Sales Incentives 


LIMAXING their fourth 
( year of participation in the 

Better Light-Better Sight 
national program, the Arkansas 
Power & Light Company ended on 
November 27 their most outstand- 
ing promotion on I.E.S. lamps, ac- 
cording to Alfred Givens, Jr., direc- 
tor of sales promotion for the com- 
pany. 

The actual sale of I.E.S. lamps 
made by employees of the sales de- 
partment of the company and other 
employees totaled 7,357 units for 
the 12 weeks’ drive which began on 
September 6. The final results of 
the campaign were approximately 
162 per cent of the quota set for the 
campaign, according to the closing 
report on the drive. It was an- 
nounced also that more than 75 per 
cent of the company’s employees 
participated in the sales drive. 

The results from this campaign 
together with those units sold prior 
to the campaign and the expected 
volume of Christmas sales of I.E.S. 
lamps is expected to boost the com- 
pany’s sales of these lighting units 
to more than 12,000 for the year, 
according to Mr. Givens. An over- 





By Edgar B. Chesnutt 


all survey of the company’s sales 
alone during the four year period 
of promotion shows that at the end 
of 1937 approximately 35,000 I.E.S. 
lamps will be in use in the homes 
served by the company with an 
average of 47,500 residential and 
farm meters for the period. 

In commenting on the progress 
which the company had made in the 
promotion of the Better Light-Bet- 
ter Sight movement in Arkansas, 
Mr. Givens stated, “We have only 
this year begun to reap some bene- 
fits from the other three years’ 
promotion. The market possibili- 
ties for I.E.S. lamps is large, and 
progress so far has only scraped 
the surface. While most of the 
sales of ILE.S. lamps on our 
properties have been made by our 

many dealers are be- 
to participate in this 
activity. During the campaign 
just ended we had more active 
participation than ever before. 

Our customers are becoming 
more and more I.E.S. lamp con- 
scious, and are insisting that the 
lamps they buy bear the approval 


company, 
ginning 


Alfred Givens, sales director for Arkansas Power and Light Co. has 
reason to smile—his IES lamp campaign sold 7,357 lamps : 





tag. Next year, we hope to have 
more dealers throughout the state 
selling and promoting I.E.S. lamps 
and better lighting.” 

The whole campaign for the fall 
drive was built around a_ unique 
idea—the filming of an imaginary 
wild West movie serial consisting 
of twelve chapters. The theme of 
the original announcement was 
“The Rustlers of Bad Sight Gulch,” 
and it informed all employees of 
the company that this was their op- 
portunity to become stars in this 
unique movie serial, through their 
own efforts. 

Each sale of an I.E.S. lamp gave 
them one point toward stardom in 
the chapter of the week. The 
week’s sales were considered as 
one chapter of the serial, and the 
report of the week’s activity was 
the script for that chapter of the 
production. In each weeks chap- 
ter, there were two classifications 
of stars for the week, with three 
high ranking non-sales employees 
being the amateur stars for the 
week. 

To report the recording of week- 
ly sales, and to give a synopsis of 
the chapter of the make-believe 
movie serial finished during the 
week, a2 mimeographed newspaper 
titled “The Gulch River News” was 
issued. In this publication were 
recorded the sales of units by towns, 
salesmen, and employees as well as 
a scoreboard on which the standing 
of the various towns against their 
assigned quotas was shown. It also 
announced the stars for the chapter 
of the serial, filmed during the 
week. In each week’s issue of the 
paper, the chapter of the sales 
serial on which production had been 
finished was named and reviewed. 

The original announcement of 
the campaign which was mimeo- 
graphed in colors was prepared 
along the lines of a folder for the 
announcement of a real movie 
serial. It stated that the sales 
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N Mexico, at the markets, Indians gather by the hundreds to offer their 

wares for sale. They deal in peppers, oranges, fowl, silverware, pottery, 
leather goods and many other products. Their sales methods are born of a 
long experience which has taught them that a lavish display leads to the best 
results. A pause at their stands invariably results in the sudden materializa- 
tion of a silver bracelet or possibly a slender, horn handled machete dangling 
before your nose. You may find a pair of woven leather sandals in your 
hands, placed there by some mysterious means. Articles of interest are 
handed to you from all sides to be examined as closely as you choose. 


A valuable asset, this method of selling, one which you as the Public Utility 
man and the producer of an invisible commodity, cannot utilize. It is impos- 
sible for the housewife or factory owner to handle your product, weigh it, and 
judge its quality. You must sell your product, Electric Current, on the basis 
of uninterrupted operation and service—an abstract qualification which can 
be SOLD WITH ASSURANCE when you know you are backed by 
HUBBARD HARDWARE. 


Hubbard=x4 Company 


PITTSBURGH ” OAKLAND, CAL.“ CHICAGO 
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Little Rock show windows featured local high school 
colors with special appeal to students Ks 





R. W. Simpson, in inset, was high man, 


accounting for 306 lamp sales 


serial “would be produced on the 
world’s largest sound stage— 
APALCOLAND” (the mythical 
name given to the territory in which 
the Arkansas Power & Light Com- 
pany operates). All of the super- 
latives which one might see in 
movie advertising were used to 
arouse employee interest in the 
campaign, along with quotas for 
towns, prices, terms and awards. 

Prior to the opening of the cam- 
paign a series of group meetings of 
employees was held in various parts 
of the system, and the I.E.S. lamps 
to be sold during the drive were 
shown to the employees. 

Following these group meetings, 
a copy of the campaign outline was 
mailed to each employee of the com- 
pany. To give further impetus to 
the campaign, a very extensive 
newspapar advertising drive was 
launched. On all merchandising 
copy of the company pertaining 
to I.E.S. lamps and not containing 
prices was “See your local dealer 


or Arkansas Power & Light Com- 
pany” 

Another feature of the campaign 
which kept the employee interest 
and enthusiasm at a high pitch 
during the twelve weeks drive was 
the prize contest, which was 
called the “Wheel of Fortune.” 
Each week a certain sum was 
set aside for each lamp sold 
during the week, and this fund 
was awarded at the end of the 
week to the holder of ten lucky tick- 
ets. With each lamp sold the em- 
ployee making the sale received a 
ticket entitling him to one chance 
on the prize money for the week. 

These tickets were put into a 
barrel and each Saturday morning 
ten tickets were drawn from it. The 
first ticket received 25 percent of 
the prize fund, the second 20 per- 
cent, the third ticket 15 percent, the 
fourth ticket 10 percent, the next 
six 5 percent each. No employee 
could win more than one prize each 
week, and in order to be eligible for 





ID YOUR WHOLE CHILD SCHOOL 











a prize he must sell one lamp dur- 
ing the week, as all tickets were 
destroyed after each weekly draw- 
ing. 

The largest week’s sales was 1,099 
units made during the seventh week 
of the campaign, and at that time 
the quota set for the entire twelve 
weeks was surpassed. While the 
majority of sales were made by 
regular sales employees of the sales 
department, many of the non-sales 
employees accounted for as many as 
50 units each. 

The sales record for the campaign 
for an individual employee was set 
by Robert W. Simpson, salesman 
working in the Little Rock of- 
fice of the company. He ac- 
counted for 306 sales during the 
12 weeks, and in order to make 
this number of sales had to make 
2,106 calls. During the entire 
12 weeks he held first place 
among the regular salesmen and 
was always high man. Only four 
out of the 30 regular salesmen for 
the company failed to sell over 
100 units, with these four missing 
this figure by only a few units. 

Display windows were used to a 
good advantage by all of the local 
offices of the company in their 
drive for I.E.S. lamp sales. Among 
the most attractive ones were those 
employed by the Little Rock office. 
The windows were divided into 
three sections, each section was de- 
corated in the school colors of the 
three schools in Little Rock, the 
high school, the junior college and 
the Catholic high school. Lamps 
(Continued on page 80) 




















Wagner Ultra-Quiet 
Styled Fan—Beautiful— 
So quiet that fiive or more 
of them make less noise 
than one ordinary fan. 


The COOLAIR Residence Fan, 
and its method of installation 
on springs. 


Westinghouse Power-Aire with 
the new ultra-quiet, owersize 
blades which will out-breeze any 
fan you ever saw of like size 
and power. 





Hunter Adaptair Ho- 
tel Type 52” Ceiling 
Fan. Instantly ad- 
justable for either up 
or down draft. 


t > General Electric Medium Sized 
ve r LSe rs Quiet Fan. Newly designed blades 
give an immense air delivery with 


extreme quietness. 


in this Section 


American Coolair Corp. 

Buffalo Forge Company 

General Electric Company 

Hunter Fan & Ventilating Co., Inc. 

International Engineering, Inc. 

Signal Electric Mfg. Co. 

Viking Air Conditioning Corp. 

Wagner Electric Corp. 

Westinghouse Elec. & Mfg. Co. rage Ne. S50-A <4 


speed fan, with si- 
lent type blade. 


Victor No- 

Draft Fan 

= : : ; with patented 

Viking “CirCOOLATOR” is complete with vent box, “Breeze-Spreader” and new super-quiet 

ceiling grille, fireproof trap door with fusible link and blades. Ribbon test proves amazing no- 
sound absorbing air straightening chamber. draft performance. 
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WARNING 


HEAT WAVES AHEAD! 


ENJOY BIGGER AND BETTER FAN PROFITS 

THIS YEAR WITH 

GENERAL @ ELECTRIC QUIET FANS, 
THE FASTEST-SELLING LINE 

OF QUALITY FANS! 



























YOU’LL HAVE NEW FANS—QUIETER AND MORE EFFI- 
CIENT THAN EVER—AND NEW SALES PROMOTION AND 
ADVERTISING HELPS—MORE NUMEROUS AND BETTER 
THAN EVER! 












ASK YOUR DISTRIBUTOR’S SALESMAN FOR 
COMPLETE DETAILS. YOU’LL PROFIT BY IT! 





GENERAL @ ELECTRIC 
FANS 


APPLIANCE AND MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONNECTICUT 












WAGNER PANS 
FOR 1939 


A BIGGER, NEWER AND IMPROVED LINE OF 
THAT HAS REAL SALES APPEAL 





Wagner Ultra - Quiei 
Styled Fans — Beautiful 
— Se quiet that five or 
more of them make less 
= than one ordinary 


Wagner Conventional- 
Type Fans (Left) — fans 
of the highest quality in 
design and construction. 


lar - Priced Fans 
bt)—real bargain items 
feed fans available at 
pes within the limits of 


erage 





Wagner Electric Corporation 


6400 Plymouth Avenue. Saint Louis. U.S.A. 
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Overs 7B Complete Line 
7 NOISELESS 
Summer Cooling Fans 


1938 is sure to be another big year for 
KOOLWAIV Air-Conditioning equipment — 
Cooling Fans, Attic Ventilation Fans, Circu- 
lators and Industrial Cooling of every descrip- q 
tion. KOOLWAIV offers the greatest values ’ 
today; AGENTS, JOBBERS, DEALERS—Send 

for KOOLWAIV’S proposition today—Let us 

show you the biggest line-up of equipment and 

esales helps you’ve ever seen. We are ready to 

put PROFITS in your pockets now; Please 
address Dept. 64. 


INTERNATIONAL ENGINEERING, INC. 
DAYTON, OHIO 













































Plan Now 


For Big Summer Profits 


With COOLAIR 


Home owners everywhere will soon be crying 
for relief from summer’s heat. Take advantage 
of this increasing demand for home cooling. Plan 
now to make big profits this summer with Coolair 
home cooling and ventilating systems. 





Coolair offers you the simplest, most reliable sys- 
tem for breeze-conditioning homes, offices, stores, 
factories and other buildings. Low first cost, eco- 
nomical operation and patented spring suspension 
are Coolair features that practically sell themselves. 
Every installation means a new booster for Coolair, 
new prospects for you. 





Don’t let summer catch you 
napping. Become a Coolair 
dealer now and plan ahead 
for the biggest profits you've 
ever made. Many smart deal- 
ers are selling Coolair in- 
stallations right now to build- 
ers of new homes, stores and 
office buildings. Write today 
for complete information on 
how you, too, can profit with 
Coolair. 


WRITE FOR THIS ILLUSTRATED MANUAL 
Get this attractive, pocket-size manual containing your A q 
best sales points and many installation suggestions. See see WITH 
~ 


for yourself why Coolair leads all competition. Mail this 
coupon today. Two fan lines that have dependable performance, accepted 
appearance, and moderate prices. Here is a proven product. 


Re ee eo) 








They have everything it takes to make quick, profitable sales 
and satisfied customers. . . . Write now for Signal’s 1938 
Name _ : ae merchandising program. 
Address - ies ae ee oer SIGNAL ELECTRIC MFG, CO. 
MENOMINEE, MICH. 
AMERICAN COOLAIR CORPORATION «» JACKSONVILLE, FLORIDA Offices in all principal cities 
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The New Profit Theme Song 


business- 


the complete, - | 
el fan selling Proene yo ; 
by Westinghouse 1 1938. 


ising in more 

wspaper advertising - 

oe 300 cities and eons > 

‘ - m | , 

sale mate 0 com fete commer: As up-to-the-minute as the famous flying 

2 . 

i id everything : | 

cml ou re ane an ote Clippers, the new popular-priced Westinghouse 
psn ty yr your Westinghouse 

rog wee 
pepresentative- S 





“Clipper” fan is the last word in modern stream- 









lined beauty. It’s sure to be a 1938 leader from 
the first whirl of it’s extra large, quiet, deep- 


pitched blades. But... wait until you see it... 








and the complete 1938 line of Westinghouse 
“Lifetime-Quality’”’ Fans. Westinghouse gives 


you everything to make this the biggest fan 





selling year in history. 


W) Westinghouse 
THE NAME THAT MEANS worilting IN ELECTRIC FANS 











Ye Thousands. of HOMES LIKE arn 


@ TReAS*.. 
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—Because but a modest investment is required 
“Buffalo” Attic Fans will give home owners cool com- 
fort on hot summer nights— 


—Because “Buffalo” Fans cost so little to operate—are 
sO quiet in operation— 

—Because “Buffalo” has a sales plan that is proving 
an unusual profit-producer for distributors and dealers 
who can qualify— 


If you are interested in getting your share of the rap- 
idly growing demand for “Buffalo” Attic Fans, write or 
wire today for full details. 


Branch Engineering Offices in Principal Cities the hot air, draws in the cool night air. 
In Canada: Canadian Blower & Forge Co., Ltd., Kitchener, Ont. 


TWO EASY METHODS OF INSTALLATION 


2. The drawing at the 
right shows a method 










1. The illustration at the right shows the 
usual method of installing the “Buffalo” 
Breez-Air Fan. Grill and suction inlet box 
are employed. Air Fe 
is discharged into 
the attic, suitable 
openings being _ 
provided so that 
it can pass out- 
side. 





‘\is -- Of installing the fan 
ve. where the at- 
tic is reas- 
onably tight. 
The Breez-Air 
is installed in 
a side wall or 
window with a 
louver or 
hinged win- 
dow and the 
attic stairway 
may be used 
instead of ‘*ah ‘ . 
x grills in the Ninel Set 

- ceiling. 






































The “Buffalo” Breez-Air Attic Fan is a large 
B U FFA L O F O RGE C O MPANY capacity fan; easily installed as shown below. 


210 MORTIMER ST. BUFFALO, N. Y. When operated after sundown, it pushes out 





ELECTRICAL SOUTH for JANUARY, 1938 






















ELECTRICAL SOUTH for JANUARY, 1938 





Marionette Show Sells 
Rural Electrification . 


HE story of electric service 
| for the farmer has been car- 
ried to rural folk in a most 
successful manner by the Oklahoma 
Gas and Electric Company through 
the presentation of a marionette 
show featuring Reddy Kilowatt and 
entitled “Reddy Kilowatt Saves the 
Day.” A preshowing of the mar- 
ionettes was made at the recent 
Oklahoma state fair. The showing 
was received so successfully that 
it has been presented since to 
more than 25,000 people at 65 per- 
formances in the smaller towns 
served by the Oklahoma Gas and 
Electric Company, according to 
A. A. Brown, sales manager for 
the company. 

These performances have been 
presented with the local dealers 
in each town as the sponsors. Af- 
ter each showing, the audience is 
invited to inspect a complete line 
of the electrical apliances which 
are available in the town. 

The present show consists of 


Views of the marionette show used so successfully by the Oklahoma Power & Light Co. in rural territory 


two skits: the rural show “Reddy 
Kilowatt Saves the Day” and a 
lighting show entitled “The Fall 
of Gloom.” The latter skit fea- 
tures Lustre Light—a lamp bulb 
character, who is the detective 
that solves the crime committed 
by Gus Gloom on the House of 
Hardhead. 


Census To Be Made Of 
Electric Industry 


HE census of the electric light 

and power industry, taken as 
part of the quinquennial census 
of electrical industries, will re- 
cord essential facts regarding 
generation, distribution and trans- 
mission of power by all segments 
of the industry, according to Di- 
rector William L. Austin of the 
Bureau of the Census, Depart- 
ment of Commerce. The canvass 
will cover operations during the 
calendar year of 1937. The census 
will be taken almost entirely by 
mail, with schedules going out 
immediately after Jan. 1, 1937. 





In addition to full coverage in 
the private operating field, the 
inquiry will request information 
from all government owned opera- 
tions. This will include municipal, 
federal, state, county, power dis- 
tricts, and mutual or cooperative 
electric light and power systems 
rendering electric service from 
their own generating facilities or 
purchases of energy for resale. 


Information on sales of power 
will be broken down into two ma- 
jor classes. These are: (1) Sales 
to ultimate consumers; (2) sales 
for resale. Sales to ultimate 
consumers will be further broken 
down as follows: Residential or 
domestic sales; rural sales; com- 
mercial and industrial sales, in- 
cluding sales for street lighting 
and to street railroads. Sales for 
resale will show power sold to 
municipal distribution systems, 
mutual or cooperative undertak- 
ings and to other electric com- 
panies. Energy sales information 
will show by each class the num- 
ber of customers, the number of 
kilowatt hours and revenue, 








VIKING ~~ NEW! 


Be sure to investigate the 1938 streamlined “CirCOOLator”. 
This new model will give you greater sales, greater profits. 


HOME COOLING — ATTIC VENTILATION DELUXE — WRITE RIGHT NOW! 


VIKING AIR CONDITIONING CORP. 


2201 CENTER ST., N. W. 


CLEVELAND, OHIO 


PIONEERS IN AIR CIRCULATING EQUIPMENT 
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Under-Water Cable To Supply 
Texas Island City — 

A 4-inch, 33,000-volt cable is 
now being laid across the Galves- 
ton Bay by the Houston Lighting 
& Power Company, Houston, Tex- 
as. This cable, which will supple- 
ment the two overhead lines now 
serving Galveston, will assure 
that island city of better electri- 
cal service. 

The cable, which weighs 25 
pounds per foot, is being installed 
in four reels of 3000 feet. It con- 
sists of three insulated conduc- 
tors, a lead sheath and a spiral 
armor to prevent mechanical in- 
jury. A jute covering over all is 
applied as the cable is laid. 

The installation is being per- 
formed under contract by Jacob- 
son, Sweeney and Jacobson, un- 
der the direction of John Cald- 
wallader, representing the Gen- 
eral Cable Corporation. 


Dealer Sales Increased By 
All-Service Selling . . 
(Continued from page 7) 

sales training and _ supervision, 
but also the furnishing to the 
salesmen of more comprehensive 
sales tools. A specialist can more 
readily accumulate his own hard- 
book material. For instance, each 
of our sales engineers must han- 
dle every competitive threat that 
comes up in his territory. To make 
it possible and feasible for him to 
do so, each sales engineer, super- 
visor, manager, sales manager and 
division manager is provided with 
a competitive power handbook. 
In this book are detailed “Check 
Points” for meeting Diesel compe- 
tition. Between the same covers 
is every essential detail to build 
up a complete and convincing 
competitive power cost analysis 
and sales presentation with prop- 
er evaluation of the many collat- 
eral advantages of purchased 
power. 

A supplement to this handbook 
contains actual samples of such 
analyses prepared by other sales 
engineers. This handbook is kept 
up-to-date by substitutions and 
additions issued by the industrial 
sales manager. 

Material for this handbook is 
secured by review of similar hand- 
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books, trade magazines, engine 
catalogs and engine sales hand- 
books and operating manuals, and 
from personal experiences. The 
book is divided into sections, each 
section properly indexed. In the 
same manner handbooks are fur- 
nished and are under constant de- 
velopment on the major electric 
services. 

It has been brought to our at- 
tention frequently, as we get deep- 
er and deeper into all-service sell- 
ing, that no man can be expert in 
the sale of all the hundreds of 
types of service which electric 
power and energy have to offer. 
This I admit, but I am more con- 
vinced from day to day that the 
use of electric power and energy 
can be sold by specialists in util- 
ity selling. 

It is not feasible nor possible to 
employ a specialist for every one 
of these hundreds of types of 
service. A good all-service sales- 
man can vividly paint the advan- 
tage pictures for every customer. 
He is not loaded down with the 
falsely implied impression that he 
must work out the equipment ap- 
plication in detail, even as to the 
exact price. 

If we, as utility salesmen, sell 
the use of power and energy, the 
customers will buy the equipment. 


Woodpeckers Make Firewood 
Of Light Poles : 


Although the dauntless wood- 
peckers resist all efforts of the 
linemen to prevent them from 
pecking perfectly good light poles 
to deterioration, the Kansas City 
Power & Light Company con- 
serves the undamaged portions of 
the poles and sells the tops for 
firewood, proving that nearly ev- 
ery loss may be turned into a gain 
if given proper thought and at- 
tention. 

After Mr. Woodpecker has done 
his dirty work, the Kansas City 
linemen bring the rotting poles in 
to the yard, and a 34-inch circu- 
lar, motor-driven saw is used to 
“roof” the poles, cutting off the 
bad tops and providing drainage 
from rain. A coat of creosvte is 
then applied, and the re-newed 
poles are ready for additional 
duty. 

Although the average pole in 


use is 35 feet in height, it has 
been found that the poles may be 
cut off to a height of 25 feet and 
still be adequate for some pur- 
poses. 


Salesmen’s Wives Add Value 
To Dealer Meetings ; 
(Continued from page 22) 


some good returns. The men will 
not leave the meeting alone, and 
will not go out and take their wives 
with them, so they stay. They hear, 
see and learn everything that there 
is to know abcut the new merchan- 
dise. 

“This experience has _ revealed 
that, after the meeting, and when 
these men and women have return- 
ed to their homes, they talk over the 
points of the meeting, the sales 
features that were offered, and the 
improvements and innovations 
introduced with the new models. 

“Because these men and women, 
who have a mutual interest in each 
other, have attended the meetings 
and have heard the sales talks, they 
are able to discuss, at an advantage, 
those things we have arranged for 
them. There may be some little 
points the wife did not understand, 
and the husband takes pride in ex- 
plaining them to her; and there 
may be some suggestions the wife 
has to offer respecting the value 
of these products in a home which 
the husband, with his business 
judgement and _ experience, _ is 
quick to appreciate as _ worth- 
while; suggestions that may be 
used by the salesmen with success 
and profit. 

“Our future plans include the at- 
tendance of women at all meetings. 
In doing this, we anticipate more 
and better business, more suc- 
cessful dealerships, and a_ great- 
er interest among the _ salesmen. 
These salesmen will be more gsuc- 
cessful, and because they are more 
successful, they will be better satis- 
fied, will make more money, and 
there will be a smaller turnover in 
sales organizations. As a conse- 
quence, the dealers will benefit, 
having fewer sales problems, mak- 
ing more sales, and making more 
money. Of course, if the salesmen 
and dealers are better satisfied, 
and are making more money, we 
will profit accordingly.” 
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Monarch’s New Exclusive ‘‘4-in-Line’’ 







Flush back, Cabinet type Electric Range 


Acclaimed by Dealers and Housewives 







ONLY MONARCH GIVES YOU 
THIS GREAT PLUS VALUE 


INow you can fill the growing demand for Monarch’s sensational ‘4-in- 
ine” design with a new model, flush back, cabinet type electric range. 
Housewives instantly recognize its advantages—no more reaching 
Over hot utensils—extra table space within easy reach. They welcome 
the extra working space, the great convenience and added safety 
this practical design affords. 
) This De Lux Range is equipped with a full capacity 17” oven, with 
Super 2” insulation to insure low cost operation, with a patented 
iluminated dial oven control, and numerous other exclusive Monarch 
features that make it completely modern in every detail. 
With the new flush back and cabinet type design, this model fits ALSO WITH 6 SURFACE UNITS AND 20VENS 
perfectly into the very latest kitchen plans. Write today for complete This large capacity "4-in-Line” Monarch 


information, photographs, specifications and price of Model F67K. model, flush back cabinet type design, also 
' comes equipped with 6 burners, 2 full size 
Floating Heat ovens and 2 utility drawers, 


MALLEABLE IRON RANGE COMPANY 


12 North Lake Street " BEAVER DAM, WISCONSIN 
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HI-EFFICIENCY Monarch units give top performance at THE FLOATING HEAT oven, another exclusive MONARCH PATENTED illuminated oven dial again 
low cost. They concentrate the heat against the cooking Monarch feature, insures even heat distribution and spells greater convenience in reading control settings 
utensils; combine preheating speed with stored heat low cost operation. The four wall construction is insu- and required oven temperatures. No stooping, no bend- 








economy. Boiling temperatures are maintained 18 to 20 lated all around with 2 inches of rock wool. Rack . ing necessary. You can see at a glance with this exclusive 
minutes after heat is off. guides and units are easy to remove. Monarch feature. 
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HAMPION ICE-MAKER 


1938 KELVINATOR! 


READ—AND WE BELIEVE YOU’LL AGREE: THIS IS A 
DEVELOPMENT THAT RATES WITH THE GREATEST 
SINCE ELECTRICAL REFRIGERATION WAS BORN 


ET YOURSELF for the big news about 
Kelvinator for 1938! 


It’s the biggest thing we’ve ever put before 
the industry. The greatest product... the 
most powerful advertising program . . . 


An absolutely brand-new, revolutionary 
idea in LOCAL, ON-THE-SPOT advertising for 
each dealer... plus SALES SUPPORT and 
active SELLING HELP never before equalled! 


Literally, the greatest co-operation be- 
tween manufacturer and dealer since the 
electric refrigerator business was born! 


Look at the Product! 


When we call the new 1938 Kelvinator the 
Champion Ice-Maker, we mean every word 
of it! 

Its new, sealed, super-silent Polar Power 
Unit is so efficient and economical, it delivers 
72 big ice cubes for I¢ (figured at the national 
average rate for electric current). 

But that’s only one among many new fea- 
tures Kelvinator has to offer in 1938. There’s 
more—lots more—in the list over on the 
opposite page. Read it. And still more not 
even mentioned there that you'll have to see 
to appreciate. 


Look at the Advertising ! 


In short, we’ve got a refrigerator here so 
grand that no advertising technique ever 
used before was good enough to show it. 


So we had to invent a new one—a brand 
new way of glorifying a refrigerator in pic- 


tures ... telling a whole sales story in pic- 
tures... that will be one of the biggest wal- 
lops of the year! 

And how we’re going to use it! Full pages 
... full color... a full schedule running con- 
tinuously in the most influential magazines 
in the country. Full pages in color in the 
Sunday sections of city newspapers—plus a 
big campaign in dailies—all listing dealer 
names! 

Smashing, fighting, power-house stuff— 
built to make sales. 


Look at the Sales Support! 
Every bit of this pointed right straight to 
YOUR door—where you'll be prepared to 
meet it with the greatest sales-closing force 
ever put into the hands of any refrigerator 
dealer. 

Because we've got a plan for you that will 
g I ; 
do the business! 


It includes INDIVIDUALLY TAILORED 


CONTEST 


$8,000 
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local advertising ... over your OWN name.. 
in the newspapers which YOU PICK YOUR 
SELF. 

Even more important... It includes 
SALES-CLOSING program that’s the hottes 
thing going, today. You never saw so man 
tested and approved sales-training material 
. .. door openers . . . carefully planned sea 
sonal selling campaigns! Or more generou 
customer financing plans. 

And there’s plenty more! Absolutely every 
thing you need to go to town in 1938—in 
big way! 

Act Now! 
See the new Kelvinators and get the fu 
1938 story from your nearest Kelvinato 
distributor. Or write, Dept. ES 1 
KELVINATOR DIVISION OF 
NASH-KELVINATOR CORPORATIO! 
Plymouth Road . * Detroit, Michiga 
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The Champion Ice-Maker 









Increasing Loads in Shreveport Justify 


Underground Network System 


HE MAIN downtown sec- 
tion of Shreveport, Louis- 
iana, prior to the recent 
installation of the underground 
network system, was served by six 
overhead, 2,300-volt, three-phase, 
three wire circuits. The pole lines 
carrying these circuits were lo- 
cated on the streets and practic- 
ally all of the transformer banks 
were located in the alleys on 
transformer racks, although a 
few of the larger downtown build- 
ings were served from transform- 
er vaults located in those build- 
ings. 

The peak load in this downtown 
area increased from 5,300 kva in 
1929 to 8,000 kva in 1936. How- 
ever, the network area which has 
just been completed will serve 
only 6,000 kva at this time. Dur- 
ing the year 1938, the network 
area will be extended to serve all 
of the main downtown area. 

The present air conditioning 
load in this area totals 1,918 hp, 
and practically all of this has 
been 


installed in the past two 








By S. M. Sharp 


Electrical Engineer 
Southwestern Gas & Electric Co. 
Shreveport, La. 


APIDLY increasing loads in the 
downtown area of Shreveport, 
La., led to installation of a low- 
voltage secondary underground 
network system. Since this area 
was previously served from an 
overhead system, it was possible to 
design the underground system 
with the requirements of a net- 
work system in mind. Some of the 
details of the system are described 
here by the man responsible for its 
design and installation. 


a ¢ 


years. Also, there has been a large 
increase in the use of commercial 
lighting and power in this area. 
In order to take care of the pres- 
ent load in a more satisfactory 
manner and place ourselves in a 
position to take care of additional 
load in the future, construction 
of this underground network sys- 
tem was started early in 1937. 


The Shreveport underground 
system is a three-phase, four- 
wire secondary network, The sec- 
ondary voltage on the system is 
120/208 volts. All of the network 
transformers are 500 kva, three- 
phase, 11,500 volts to 120/208 
volts. This change in the system 
voltage in the downtown area did 
not affect the voltage for light- 
ing services. Most of the motors 
in this area were designed to op- 
erate satisfactorily on this volt- 
age. 

There are 12 transformer vaults 
serving this area. ‘wo. street 
vaults have two 500 kva trans- 
formers in each vault and all of 
the equipment is designed for to- 
tal submersion under water. All 
of the other vaults are located in 
buildings and are adjacent to the 
alleys. Practically all of the main 
secondary network is located in 
the alleys and most all of tne serv- 
ices are from the system located 
in these alleys. Some of these 
vaults at the present time have 
only two 500 kva transformers in 


At left, a typical splicing manhole showing the Multi- 
tap devices used for secondary connections. Primary 
cable splices, before fireproofing, are also shown. Be- 
low, one of the two street type vaults — for 
possible submersion under water : 
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Above, a typical building basement vault, not designed for 
At right, method of terminating 11 kv under- 
ground feeders in the substation serving the network . . . 


submersion. 


service; however, in each vault 
space is provided for the installa- 
tion of one or two additional 
transformers as load _ require- 
ments increase. 

There are four 11,500 volt, 
three-phase, three-wire  under- 
ground feeder cables from the un- 
derground switching station, 
which supply the network area. 
These circuits were carried over 
two different routes in order to 
assure continuity of service by 
making it impossible for faults on 
one circuit to be transmitted to 
all other circuits serving this 
area. 

The high voltage feeders are 
single conductor, 4/0 copper, pa- 
per insulated, lead covered, 17 kv 
cables. Each circuit has a 17 kv 
automatic oil circuit breaker be- 
tween the substation bus and the 
primary cable. 

The transformers served by 
each cable are connected directly 
to the cable by means of a non- 
automatic disconnecting switch 
which is mounted on the trans- 
former. These transformer dis- 
connecting switches have an elec- 
tric interlock which makes it im- 
possible to operate them as long 
as the transformer bank is ener- 
gized. Also, these disconnecting, 
three-position switches are so ar- 
ranged that the transformers may 
be disconnected from the circuit, 
connected to the circuit, or dis- 
connected from the circuit and 
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the three phases of the 
cables short - circuited 
and grounded. This ar- 
rangement is necessary 
from a safety standpoint, should 
it become necessary to inspect or 
work on the cables or transform- 
ers. 

Should trouble develop on a 
high voltage cable circuit or in 
the transformer bank, then all of 
the transformers connected to 
that particular circuit would be 
automatically disconnected from 
the network by means of second- 
ary network protector switches. 
The secondary network protector 
switch is also located on the 
transformer and is on the end op- 
posite to the high voltage switch. 
The secondary network system is 
so arranged that should power 
flow from the network system into 
the transformer bank either from 
load conditions or trouble de- 
veloping in the transformers or 
cables, this switch would auto- 
matically open and disconnect the 
transformer from the secondary 
circuit. As a further precaution, 
these network protectors are 
equipped with high ampere fuses 
so that should the network pro- 
tectors fail to open and it is ne- 
cessary to do so, these fuses will 
blow and disconnect the trans- 
former from the system. 

Each one of the four 11 kv cir- 
cuits serving this area is rated 
at 5,000 kva, making the total 








4 aa 8 7 a 


ise : 


available capacity 20,000 kva. The 
system is so designed that at any 
time one circuit and the trans- 
formers connected to that circuit 
can be removed from service with- 
out overloading the other trans- 
formers left serving the system. 
The system is also so designed 
that, with one cable out of serv- 
ice, we still have cable capacity 
for 15,000 kva; however, at the 
present time we only have seven- 
teen 500 kva transformers con- 
nected to the system, or a total] 
of 8,500 kva. 

The secondary network mains 
consist of three 500,000 circular 
mill non-metallic secondary net- 
work cables per phase and a 250,- 
000 circular mil bare neutral. 
Where it is necessary to increase 
the capacity of the network sys- 
tem in certain sections, this is 
done by paralleling additional 
secondary network cables. This 
means that in practically all of the 
network area there are at least two 
secondary circuits in parallel and in 
some parts of the system we have as 
many as six circuits in parallel. 

Non-metallic secondary cable was 
selected after careful study and in- 
vestigation. It has the advantage 
of being able to carry more load 
than a cable of the same size having 

(Continued on page 80) 
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In this section: Adjust- 
able growler for small ap- 
pliance motor armatures. 
. . . Regular ground test 
on lamps eliminates haz- 
ard to customers .. . Re- 
wiring fan motors 


A 





Adjustable Growler For 
Appliance Motors 


N ARMATURE growler is a 
necessity in the electrical 
appliance service shop for check- 
ing the condition of fan, sweeper, 
washing machine, ironer arma- 
tures, and the like. No doubt ev- 
ery motor repair shop is provided 
with a growler, but in most cases 
the conventional growler is built 
for larger armatures and will not 
test very small armatures with 
any degree of satisfaction. The 
simple growler described here will 
give a quick and accurate test on 
these small armatures for the 
reason that the jaws are ajust- 
able. It can be constructed in a 
few hours and at a very low cost. 
In making a growler of this 
type, the core is the only part that 
may prove difficult to construct. 
The core of a growler should be 


made of laminated soft iron of the 


type used in transformer con- 
struction. The laminations, as a 
last resort, may be cut from sheets 
of soft iron, the best gage for the 
purpose being about No. 26, B. & 
S. The core should have about 100 
laminations. 

Before going to the trouble of 
making a core from sheet stock, 
it would be best to hunt through 
the junk box or scour the town 
for an old transformer of the type 
used in large power packs. Many 
of the larger power transformers 
are of the enclosed core type, and 
one of these, about 6 inches high 
by 4 inches wide, will be about 
right for the purpose. The small 
figure in the upper left hand cor- 
ner of the sketch shows the shape 
of a core of the type mentioned. 

When a suitable transformer 
core is obtained it should be taken 
apart and cut to the shapes shown 
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GROWLER COIL: 
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Construction details of adjustable growler for appliance motors 






NAN (ela SERVICE 


Appliance service men are 
invited to make use of 
this department for the 
exchange of ideas on 
electric appliance servic- 
ing. Payment will be made 
for all material published. 





in the larger sketch. The center 
leg is cut away and a 45° angle 
is cut in both of the sides at the 
top. This forms a cradle of the 
correct shape for holding the 
armatures while under test. The 
straight section of the core as 
shown on the right hand side is 
interleaved with the left hand sec- 
tion at the base. This allows the 
right side of the core to be 
hinged on a through bolt, and 
makes the opening adjustable for 
armatures of different diameters. 
The total thickness of the core 
should be from 1 1/2 to 2 inches. 

In the sketch the growler coil 
is shown on the left hand leg of 
the core. In this position it is on 
the stationary side of the growler, 
which is the best place for it all 
things considered, but to locate 
it here it must be wound in place. 
This is done by drilling shallow 
centers in each end of the “C” 
section, and winding the coil on a 
lathe. If desired, the coil can be 
wound separate from the core and 
slipped over the straight, or right 
hand section. The growler will 
work effeciently on small arma- 
tures with the coil in either posi- 
tion. 

A good insulating base should 
be provided for the coil winding. 
This should consist of heavy fibre 
end disks, and three or four turns 
of stout armature paper between 
the winding and the core, followed 
by a turn or two of oiled silk or 
varnished cambric cloth. Two 
holes are drilled in the lower end 
disk to receive the coil leads, as 
shown in the sketch. 

The coil should be wound even- 
ly and tightly with plenty of in- 
sulation protecting the starting 














ELECTRICAL SOUTH for JANUARY, 1938 


A TRAINLOAD OF SELLIN 
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SALES CONVENTION 
SPECIAL 


Frigidaire Speeds on with its Most Sensational Refrigerator and 
Range Sales Program — Built on racts 


@ Frigidaire is on track with throttle wide open. Speed- 
ing to more and greater sales goals in 1938! Out in 
front of all with the new sales-compelling plans to be 
released immediately in thirty-six factory -conducted 
sales conventions throughout America, and a line of 
new products that have already won the acclaim of 
dealers and customers everywhere. 

Ready now for the Frigidaire selling organization is 
Frigidaire’s smashing sales program built on facts—a 
program tuned to the times, selling themes daringly 
conceived and brilliantly executed because Frigid- 
aire’s products can back them up! The 













IDEAS ! 











soundest, most direct, easiest profit-making sales plan 
Frigidaire ever developed! 

Advertising that headlines these powerful resistance- 
breaking themes — biggest use of national advertising 
space ever— more factory-paid advertising and retail 
media—a most all-inclusive coverage plan to reach 
prospects—all balanced to sales potential—sure fire 
dealer help —attention-grabbing displays — dramatic 
demonstrating material—the most complete training 
program ever devised! 

FRIGIDAIRE DIVISION 


General Motors Sales Corporation, Dayton, Ohio. 
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end of the winding. A reasonably 
accurate count of the turns should 
be made while winding. For 110 
volts, 60 cycle, the coil should be 
wound with 500 turns of No. 20 
magnet wire. The wire should be 
enameled and cotton covered. Sin- 
gle cotton covered will do, but 
double cotton covered will be 
better. 

After the winding has been com- 
pleted and tested, the coil should 
be baked to drive out atmospheric 
moisture, then allowed to soak in 
a varnish bath for at least one 
hour. Further baking should be 
done to set the varnish and make 
the coil weather proof. The out- 
side of the coil should be bound 
in cotton tape to protect the in- 
sulation of the top player. 

The stationary section of the 
coil should be mounted firmly on 
a small base, on which an off and 
on switch can also be fastened. A 
large wing nut on the hinge bolt 
is used to lock the jaws in posi- 
tion after they have been adjust- 
ed to fit the armature to be tested. 
This growler can be used to test 
armatures of from less than 1 1/2 
inches in diameter to those of 5 
or 6 inches. 

Except for the adjustable jaws 
that allow it to accept very small 
armatures, this growler performs 
the same tests and operates in the 
same manner as larger growlers 
of conventional construction. 





Rewiring Fan 
Motors 


By George Bannister 


ANY fans and blower motors 

come to the shop with one or 
more of the field lead wires broken. 
This is especially true with oscillat- 
ing fans. The job of installing a 
new cable between base and motor 
is simple enough, just a matter 
of soldering and taping, IF the 
connections are known. However, 
on the three wire motors there are 
a number of possible connections 
only one of which is correct, and it 
sometimes takes a good bit of time 
to try the different connections 
until the right one is found. 

I have found that most of the 
flexible three wire cable used to con- 
nect the line and transformer in the 
base of the fan with the motor are 
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LEAVE SHORT ENDS OF 
OLD WIRES FOR COLOR 
IDENTIFICATION 


























color coded. That is, there is a yel- 
low, black and red covered wire, or 
similar arrangement of colors, and 
by following this clue it is a very 
easy matter to get the motor field 
connected correctly the first time. 

When a job of this type comes to 
me, I first cut the insulation and 
make sure the primary insulation 
is color coded. Next I bare the 
joints at the transformer in the 
base and cut off the old wires, 
leaving an inch or two of the color- 
ed wire still attached to the trans- 
former leads. Next I untape the 
connections at the motor if they 
are easy to get to, or else cut off the 
leads close to the field coils. It is 
now easy to see that the red lead 
coming from the motor will con- 
nect to the red lead still attached to 
the transformer, and so on with 
the remaining leads. 

I keep on hand a small roll of 
special extra flexible three wire 
cable for renewing base to motor 
cords in fans. It happens that the 
colors surrounding the wires under 
the outer braid are green, red and 
black in the cord I use. I cut a 
generous length, put it through the 
hole where it enters the base and 
trim the ends. Next I solder on all 
three leads at the motor end but 
d® not tape the joints as yet. It 
makes no difference how the colors 
match up although I always put a 
red to a red and a black to a black, 
etc., when the colors on the cable 
and motor leads happen to corres- 
pond, 

I now make my base connections. 
We will suppose that the first lead 
coming from the motor field is yel- 


low. I already have my green wire 
soldered to this so I look for a yel- 
low wire in the base plate and 
connect my green wire to it, and so 
on with the others. 

I can now go ahead and tape all 
joints and put the motor back to- 
gether with the assurance that the 
transformer is correctly connected 
to the field. Uusally I can turn out 
a job like this on a large fan in 
about thirty minutes, but I have 
seen others fool around trying one 
connection after another and spend 
a half day trying to do the same 
job. A little system saves a lot of 
time on a job of this nature and 
results in a much better profit. 





Regular Ground Test On es 
Eliminates Hazard 

J. B. Calder, store room manager 
for the Texas Electric Service Com- 
pany, Fort Worth, Texas, reports 
that the small appliance repair de- 
partment of this company now tests 
every lamp for a ground as they 
arrive and before they are put on 
the display floor. 

“We began doing this,’ Mr. 
Calder said, “after one of our men 
on the sales floor picked up two 
of these lamps in which opposite 
wires of the circuit were grounded. 
The shock was so severe that it was 
obvious that we might have an acci- 
‘ent problem on our hands involv- 
ing a customer, unless we took spe- 
cial precaution against its reoccur- 
rence.” 

The test is applied in such a way 
that high resistance grounds will 
also be indicated. 


; 
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on for Service Unf ageinics 


Man's silent servant, the wire within the walls! Power and illumination at the 
touch of a switch—waiting - +++ For modern construction there's GUARDIAN 


—the Building Wire with General Cable Corporation responsibility bebind it. 








FLAME-RETARDING © MOISTURE-RESISTING 


Manufactured by GENERAL CABLE CORPORATION 
Sales Offices: Atlanta, Boston, Buffalo, Chicago, 
Cleveland, Dallas, Detroit, Los 
Angeles, New York, Philadel- BRAIDED OR LEADED + COMPLETE SIZE RANGE + STOCKED AND SOLD BY ELECTRICAL WHOLESALERS EVERYWHERE 
phia, Pittsburgh, Rome, (N.Y.), 
St. Louis, San Francisco, 


Seattle, Washington, (D. C.). 














Motor NaMnbIevyit 


In this section: An un- 
usual case of motor bear- 
ing trouble . . . Carefully 
planned testing facilities 
in new Westinghouse mo- 
tor aisle speeds motor 
manufacture ; 





An Unusual Case Of 
Bearing Trouble. 


By Jack Beater 


MOST unusual case of mo- 

tor bearing trouble was en- 
countered recently when I was 
called to the local bottling works 
to service a faulty motor which 
had necessitated closing down the 
entire plant. 

“It blows fuses as fast as we 
can put them in,” was all the in- 
formation I could obtain from the 
manager who was worried to the 
point of apoplexy at having the 
entire plant closed down during 
the middle of the season. 

The first thing I did was to 
check the fuses and the connec- 
tions from the line switch to the 
motor terminals. I found no trou- 
ble there so I disconnected two of 
the motor terminals and with the 
help of a test lamp tested each of 
the three phase windings for pos- 
sible short circuits or grounds. 

When the motor switch was 
closed, the motor growled and 
made a weak effort to turn. It 
sounded as though the rotor was 
dragging in the stator. I loosened 


up the rail bolts and slackened 
up on the belt so I could get it 
off the pulley. With the belt off, 
I grasped the pulley and tried to 
determine whether or not there 
was too much side play in the 
bearing. However, I found that 
except for a little end play there 
was no movement at all at the 
bearing. 

This led me to believe that per- 
haps the trouble was low voltage 
after all. I unpacked my voltmeter 
and checked up on all three phases 
but found them well balanced and 
at the usual value. Even with the 
motor switch closed, I found no 
appreciable voltage drop at the 
motor terminals. 

While I had been making these 
tests, I noticed that the oil indi- 
cator showed “Full” and that 
there was a lot of freshly spilled 
oil leaking out and puddled on 
the floor. I have always noticed 
that after a long period of neg- 
lect, the average motor user, when 
trouble finally comes, tries to 
make up for lost time by flood- 
ing the bearings with oil. Again, 
I felt certain that this was a case 
of bearing trouble, yet where was 

the loose play that 





BABBIT LINING 










STEEL SLEEVE 


always occurs with 
a “shot” bearing? 

By this time, I 
had the end bells 
loose and had one of 
the men help me 
slide out the rotor. 
It had been drag- 
ging all right, for 
it was marked all 
the way around and 
at one spot on the 








The babbit in this steel backed bearing had been melted 
on the strain side and neatly deposited on the other 


stator, a number of 
laminations had 


REPAIR 


Motor service men are in- 
vited to make use of this 
department for the ex- 
change of ideas on motor 
rewinding and_ repair. 
Payment will be made for 
all material published. 









been damaged. We placed the rotor 
on a box and I tried to discover 
play in the front bearing by twist- 
ing on the end bell. There just 
wasn’t any play. Yet anyone could 
see that the rotor had been dragging 
badly. 

The pulley was on so tight that 
there wasn’t a chance of taking it 
off the shaft without taking it 
to the shop. The plant manager 
looked pretty blue when I loaded 
the motor on my truck and drove 
away with it. He wasn’t worried 
about the bill this time, but he 
probably figured that once we got 
the motor to the shop, we would 
keep it a week. 

It didn’t take long at the shop 
to press off the pulley and get a 
close examination of the drive- 
end bearing. When we did so, 
the cause of the trouble was 
obvious. 

This was a babbit lined, steel 
backed bearing and nearly all the 
babbit had been melted from the 
strain side and had been neatly 
and smoothly deposited on the 
other side. There was no wonder 
that I had been unable to develop 
play, for the bearing, in spite of 
being off center, was still a per- 
fect fit. 

In an hour we had pressed the 
bearing from the housing, melted 
out the old babbit metal and re- 
poured it around a paper wrapped 
pipe core. The bearing was 
chucked in the lathe and rebored 
to a running fit, then grooved 
and drilled. In another hour, the 
motor was assembled, tested and 
on its way back to the bottling 
works. Thirty minutes after ar- 
riving at the plant, the -bottling 
machine was operating smoothly. 


















ee ADE by American Steel & 
Wire Company” means a lot 

to buyers of electrical wires and 
cables. It means absolute reliability 
based upon years of satisfactory serv- 
ice from thousands of installations. 
Amerseal Non-metallic Parkway 
Cables are designed for direct burial 
in earth, without external protection. 
In these cables a jacket of tough 
vulcanized rubber, covered with a 
heavy layer of asphalted jute, pro- 
tects the insulated conductors from 
mechanical injury and from action 
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Columbia Steel Company, San Francisco, Pacific Coast Distributors - 
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SPECIFY 


AMERSEAL 
NON-METALLIC 
OR | 


STEEL- 
PARKWAY CABLES 


Made by American Steel & Wire 





TAPED 


of moisture, earth acids and alkalis. 
This unique construction gives full 
protection to the cables, yet you will 
find them light in weight, flexible, easy 
to handle and extremely economical. 

Our Steel-Taped Parkway Cables 
have rubber insulated conductors 
protected by a lead sheath and by 
one or more layers of metallic armor. 
Use our Armorlokt or flat steel-taped 
metallic cables wherever added 
mechanical protection is necessary. 
For complete information, send for 
our new Parkway Cable catalogue. 


STEEL & WiRs 
Cleveland, Chicago and New York 
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United States Steel Products Company, New York, Export Distributors 
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Motor Plant Production Speeded by 
Coordinated Testing Routine 


T HE new a-c motor aisle is ar- 
ranged to manufacture a-c 
motors in size from 1 hp to 50 
horsepower. The apparatus for test- 
ing these motors is divided into the 
following four groups: testing of 
stator windings, commercial tests, 
engineering tests and special noise 
test. 

It is a commonly known fact that 
the useful life of an a-c motor is 
largely dependent upon the quality 
of its insulation. The induction 
motor windings are tested between 
each turn of wire with what is known 
as the high frequency test, as shown 
in Figure 1. 

The high frequency test voltage ap- 
plied directly to the motor terminals 
corresponds closely to the regular 
group test as given by the A. I. E. E. 
Standards. This allows a liberal mar- 
gin of safety over the strain due to 
operation at normal voltage, and also 
any momentary high voltages, high 
frequency surges that may be en- 
countered in service. A yoltage many 
times normal voltage is used. 

This test is additional to the tests 
commonly used as specified by the 
A. I. E. E. rules.This high frequency 
test is made as soon as the windings 
have been connected, thus eliminat- 
ing all defective windings before the 
motors are dipped in varnishes and 
baked. 

The power for making this test is 
applied by a high voltage transformer 
which charges a condenser, so that 
it ares across a rotating gap each 
half cycle. When the spark gap 
breaks down, the condenser dis- 
charges across this gap into an os- 
cillating circuit of which the motor 
winding, under test, is used as an 


inductance which gives reasonance. 
The frequency of oscillation is con- 
trolled by the inductance of the motor 
winding, since the capacitance in the 


By W. H. Haley 


General Tester, Motor Division 
Westinghouse Elec. & Mfg. Co. 


circuit is fixed. The setting of the 
rotating gap determines the voltage 
applied to the winding. A pickup coil 
is attached to a wave meter and a 
milli-ammeter of the thermo element 
type is used as a resonance indicator. 
Each motor winding has a definite 
setting on the wave meter, similar to 
the setting of a radio dial for a par- 
ticular broadcasting station. 

The values for the various wind- 
ings also afford an excellent means 
of checking all winding errors while 
the insulation test is being made. 
Errors such as the wrong number of 
turns, reversed coils, reversed groups, 
wrong throws, wrong groupings and 
shorted coils naturally change the in- 
ductance of the winding and there- 
fore these errors are detected by the 
setting of the wave meter since it 
would then register a different reson- 


O meet new demands in the 

motor field, Westinghouse 
Electric and Manufacturing Com- 
pany has just completed a mod- 
ern industrial a-c motor aisle pos- 
sessing the foremost elements of 
mass production methods. Princi- 
pal details of the new plant are 
shown in the diagram below. 

The testing facilities and meth- 
ods in use in this new factory 
unit, described here, will be of 
particular interest to motor re- 
winding and repair shops and elec- 
trical contractors engaged in in- 
dustrial work. 




















ance and also the milli-ammeter read- 
ing would be different. 

The great advantage of this addi- 
tional high frequency test to the user 
of motors lies in the fact that it de- 
tects any weak spots in the insulation 
before the motor is put in operation. 
This added assurance is particularly 
desirable on important applications 
where failure of a motor might mean 
heavy loss of production. 


Commercial Testing 


Testing of assembled motors is di- 
vided into two classes, commercial 
and engineering tests. Commercial 
tests are made on all standard motors 
to insure duplication of electrical per- 
formance of the original design; to 


prove the mechanical operation is 
correct and the insulation is ade- 
quate. 


All commercial tests are made di- 
rectly in the assembly line. There 
are four such lines in the new aisle 
and the type of motors assembled on 
each line is determined by the me- 
chanical parts required in the assem- 
bly. This means that the motors on 
any one line are similar mechanically, 
but cover a wide range of voltages, 
phases, frequency and horsepower. 
Therefore, the test equipment in each 
line must be flexible so as to include 
the various ratings. 

The equipment fov each line con- 
sists of three items as shown in Fig- 
ure 2. The first item is a table con- 
structed of steel, set in the conveyor 
line on which the motor rests while 
being tested. On this table are the 
leads for supplying power to the 
motors, control push button and con- 
tactors for starting and for inserting 
the meters in the circuit. The con- 
tactors are interlocked so that the 
meters cannot be connected into the 
circuit until the motor is brought up 
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Fig. 1. 


to speed, thus preventing high start- 
ing current from damaging the 
meters. 

The second item is the metering 
table on which are located’ three 
ammeters, a voltmeter and a poly- 
phase wattmeter. The ammeters and 
the current coils of the wattmeter are 
connected to multi-tap current trans- 
formers by means of a tap changer, 
which changes the transformer ratio 
simultaneously in all line leads. The 
voltmeter and potential coils of the 
wattmeter connect to multi-tap poten- 
tial transformers by means of ratio 
selector switches. There is a phase 
set-up switch to shift the potential 
circuit on the wattmeter for measur- 
ing one, two or three phase power. 
This arrangement enables the meter- 
ing of the power input over a wide 
range of motor ratings to be done 
quickly. 

The third item is a plug board that 
is mounted adjacent to the metering 
deck. Receptacles on the board are 
connected to all standard voltages 
and frequencies. By means of plug 
leads, any voltage can be readily selec- 
ted to suit the motors being tested. 


Engineering Tests 


Engineering tests are made on all 
new designs, when changes in mate- 
rial or processes occur, and also on 


High frequency testing equipment in production line. 


standard motors at frequent inter- 
vals, to insure a uniform product. 
The most essential element in con- 
ducting engineering tests is an ade- 
quate power supply. A variety of 
transformers, regulators, motor 
generator sets and line breakers are 
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to the apparatus on the floor above 
making a neat installation. The oil 
filled apparatus is installed on the 
second floor to isolate it and thus re- 
duce the fire hazard, and to permit a 
better arrangement of equipment on 
the testing floor. Figure 3 is a gen- 
eral view of the special motor test 
floor. 

On the distribution board is locat- 
ed the control for all motor generator 
sets, regulators and breakers. Meters 
for indicating voltages and load on 
the various units are installed on this 
board. The secondaries of the power 
supply transformers, the primaries 
and the secondaries of set up trans- 
formers and regulators, and _ the 
armatures and fields of all genera- 
tors terminate on this board. 

Individual circuits from this board 
connect to each test position; this 
permits any power supply apparatus 
to be connected to any test position. 
The control circuits are so arranged 
that the control of any regulator or 
field of any set can be relayed from 
the main board to any test position 





Fig. 2. Commercial tests insure 


located on the second floor directly 
above a distribution board on the 
main test floor, from which power is 
available at various voltages, fre- 
quencies, and phase arrangement. 
All conduits are run _ vertically 
from back of the distribution poard 





Fig. 3. General view of engineering test floor and equipment. 


standard motor performance. 


and operated at that point. 

The majority of engineering tests 
are divided into four classes; tem- 
perature tests, performance curves, 
locked rotor tests and no load losses. 

For making temperature tests, 
there are six positions, with the size 
of the apparatus selected to cover the 
range of motors manufactured. Each 
position is equipped with a table to 
which the motor can be quickly and 
securely fastened. The table top is 
adjustable in a horizontal plane to 
permit belt adjustment. The motors 
are belted to d. c. generators which 
are loaded into resistance racks for 
the small motcrs, and loaded back 
into the d. c. power supply for the 
larger sizes. There is a metering table 
for each position to measure the 
power input to the motor. On this 
table are the controls for both motors 
and loading generator. 

Performance curves on induction 
motors require the measuring of the 
electrical input and the mechanical 
output under various conditions. The 
input is measured by a metering 
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table similar to the table used on 
commercial tests. The output is 
measured on an electrical dynamo- 
meter. 

The dynamometer is simply a gen- 
erator with its frame mounted in 
bearings so that the frame could 
rotate unless restrained. This is 
shown in figure 4. It is so arranged 
that its rotational force is exerted on 
a platform scale by means of an arm 
of suitable length bolted to the frame. 
All power delivered by the generator, 
and its losses, react on the stator to 
produce torque, which is registered 
by the scales. 

There are several dynamometers 
of the above construction ranging in 
sizes from 2 to 75 hp. There is one 
20 hp. cradle dynamometer. 

The dynamometer is a 
measuring device and the output of 
the motor is the product of torque 
and speed. The speed on performance 
tests is determined by measuring the 
slip of the motor in rpm and sub- 
tracting it from the synchronous 
speed. The slip is measured by a 
stroboscopic slip meter. 

Locked rotor tests are made with 
the same setup used in determining 
performance, except that the arma- 
ture of the dynamometer is mechani- 
cally locked to the frame go both 
members tend to rotate as a unit. 

No load tests are made with a 
metering table in conjunction with 
an induction regulator. 


torque 
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Fig. 4. Electrical dynamometer for measuring motor output. 


In recent years there is an increas- 
ing customer demand for quiet mo- 
tors. To make an effective noise test, 
a sound insulated room has been con- 
structed adjacent to the assembly 
conveyor and motors desired for quiet 
operation are tested in this room 
under ideal conditions. 

The interior of the room is 12 feet 
square. The ceiling and walls are 
covered with sound absorbing mate- 
rial to prevent reverberations of sound 
waves. The d-c generator located 
outside the room is used to load the 
motor being tested. This generator 
is coupled to the motor through a 
jack shaft which projects through 


the wall of the room. The couplings 
on the jack shaft are insulated to 
prevent the noise in the generator 
being transmitted to the motor. 

A metering table is installed in the 
room to check the load on the motor. 
On this table is also located the con- 
trol for loading the generator and the 
control for an induction regulator 
which permits variable voltage to be 
applied to the motor. This is very 
desirable in determining the effect 
of voltage change on magnetic noise. 

Noise measurements are taken by 
a sound level meter known as_ the 
‘“‘mechanical ear.’”’ This meter indi- 
eates noise directly in decibels. 
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There is nothing to stop you from making money if your 
shop is equipped with Browning Coil making equipment— 
Makes your shop modern—allows you to handle the big 
profit jobs—speeds up your production and helps you to 


show a bigger net profit. 


THE BROWNING LINE INCLUDES: 


Loop and Field Winder, 9 Speed Heavy Duty Type; Com- 
bination Loop Field and Transformer Winder, Universal 
Diamond Coil Winder; Coil Spreader, 30, 42, 60, 84 inch 














DEPENDABLE AIR - DRYING INSULATION 
for all types of motor windings. 


When baking facilities are not available, DOLPH’S No. 1 
Coil Black Air Drying Varnish provides dependable insu- 
lation for all types of armature and field coils. DOLPH’S 
No. 1 possesses high insulating qualities and is moisture 
resisting and water repellent. It air dries in two to four 
hours. This drying time may be accelerated by use of heat. 


To insure an absolutely oilproof finish to motors treated 
with DOLPH’S No. 1, a final coat of DOLPH’S ELECTRIC 
LACQUER should be applied to the windings. This oil- 
proof finishing material air dries in 30 minutes. ELECTRIC 
LACQUER can also be used to refinish old windings to fill 
and seal all crevices and cracks in the existing insulation. 


Free samples of these materials will be sent without obli- 


Loop capacity; Reel Rack and Tension Devices; Winding gation. Mail the coupon today. 


and Banding Machine. 


Write Today for Information about any item. 
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Atlanta, Ga. 
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JOHN C. DOLPH COMPANY 

166 Emmett Street, Newark, New Jersey 
Please send us, without obligation, a free sample of 
[J] DOLPH’S No. 1 Air Drying Varnish 
[] DOLPH’S ELECTRIC LACQUER 

















ELECTRICAL SOUTH for JANUARY, 1938 


It’s called the. “KONVINCE-HER” 


And that’s a swell name for it ... an amazingly differ- 
ent, fascinating selling-tool . . . suited for individual 
or group demonstrations that really NAIL DOWN the 
splendid story of electric cookery with Kelvinator 
Electric ranges. This startling ‘‘Konvince-Her”’ at- 
tracts customers to your store...creates talk... 
excites and rivets attention. ..and BRINGS HOME THE 
SALES! As part of the Kelvinator SELLING SYSTEM, 
your sales people are personally trained in use of the 
*“*KONVINCE-HER’”’. See it...and watch it WORK. 
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—THIS IS ONE SENSATIONAL PART OF A HOT, SURE- 
FIRE SELLING SYSTEM FOR YOUR PEOPLE__ON 
KELVINATOR’S “WATT-WATCHER” ELECTRIC COOKERY 


T ISN’T TOO HARD for you as a retailer to buy 
a good line of electric ranges. 


This year Kelvinator has put out a great line 
of electric ranges . . . that are easy to SELL! 


But we’re not just sliding it over into your lap. 


We’re giving you—IN ADDITION TO A GRAND 
LINE —a simple, complete, sure-fire SELLING 
SYSTEM. To close sales for you! 


(1) A Kelvinator home economist trains your 
people in electric range demonstration. (2) Sales 
training courses for your salespeople. (3) SOUND 
FILMS on electric cookery advantages in gen- 
eral and Kelvinator specifically. (4) A ‘“‘visu- 
alizer’’—for carrying this great story actually 
INTO PROSPECTS’ HOMES... 

Plus (5) this sensational, exciting innovation in 
electric range selling ...which is shown here, in use. 
It is a “natural” ...a “honey”... an irresistible 
aid in getting those names on the dotted lines! 


This is genuinely something for you to go out 
after, right now, Friends! 


KELVINATOR, DIVISION OF NASH-KELVINATOR 
CORPORATION, DETROIT, MICHIGAN 
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IT’S A GREAT LINE OF RANGES... EASY TO SELL 


One of the most beautiful and economically 
efficient electric ranges ever produced ... 


the handsome new Kelvinator Model ER70. 


Kelvinator 


ELECTRIC RANGES 


* 
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Timely News of the 


ELECTRICAL WHOLESALERS ... . 





G-E Dealers Meet 
In New Orleans . 


C. O. Brown, district manager of 
the General Electric Supply Corpora- 
tion, addressed the winter sales meet- 
ing of General Electric dealers held 
in New Orleans recently. In explain- 
ing the new advertising and sales 
policies, especially advantageous to 
suburban dealers, Mr. Brown indicat- 
ed that future marketing policies of 
the General Electric Company will be 
designed to acquaint and equip the 
smaller outlets with complete repre- 
sentation of General Electric prod- 
ucts. 

“Under our past policy we have 
allowed one dealer to carry our 
frigerator line, another to carry our 
radio line, etc. For the coming year, 
we shall endeavor to have every G-E 
dealer carry a full line of G-E equip- 
ment, from toasters to electric re- 
frigerators,’” Mr. Brown said. 

An interesting feature of the meet- 
ing was the “‘G-E Appliance Exposi- 
tion,’”’ presenting the complete domes- 
tic appliance line. Chief item of in- 
terest, to dealers and public alike, 
was the unit kitchen, with its electric 
range, electric water heater, electric 
dishwasher, the garbage Disposal, 
electric refrigerator and _ indirect 
lighting. With all units in operation, 
the kitchen does not require more 
than 12 kwh per hour. 

At the close of the 5-day meeting, 
the institution of a new and intensive 
sales policy for the coming year was 
announced by Mr. Brown. Increased 
budget allowances have been made 
for billboard and newspaper adver- 
tising in the southern area and the 


Te 


New Orleans, Shreveport and Jack- 
son offices have equipped their sales 
representatives with special 16 mm 
talking films and equipment for su- 
burban work. 


Electrical Supply Trade Holds 
Up Well In Southwest 


Electrical wholesalers sales during 
the month of October, 1937, decreas- 
ed 1.6 per cent from for the 
same month during 1936, and de- 
creased 10.1 per cent from the sales 
of September, 1937. 

Only the automotive and industrial 
supplies trades showed substantial 
increases over the corresponding 
months of last year. 

Only in the West South Central 
states did electrical wholesalers sales 
vary to any extent from the national 
trend. In that territory, sales in- 
creased 17.1 per cent during October, 
1937, over the corresponding month 
of last year, although they were down 
17.2 per cent from September, 1937. 


sales 


Improved Sales to the Oil Trade 


Sales to the oil industry, including 
small refineries in and around 
Shreveport, La., have accounted for a 
part of the substantial increase in 
business of the Interstate Electric 
Co., Inc., of that city, H. E. Kirby, 
manager of the electrical division of 
the firm, reported recently. 

“Our business has kept pace, gen- 
erally, with the construction in and 
around Shreveport during the past 
year,’’ Mr. Kirby said. ‘‘This includes 
not only construction in the oil indur- 
try. but utility accounts as well.’ 


An interesting feature of the winter sales meeting of the General Electric Supply 
Corporation conducted recently in New Orleans for the purpose of familiarizing 
dea‘ers with advertising and sales plans, was the “G-E Appliance Exposition,” present- 


ing the complete domestic appliance line. 
unit kitchen display shown above. 


Dealers were particularly interested in the 


Riechman-Crosby Holds Sales 
Conference In Memphis 


The Riechman-Crosby Company, 
mill, machinery and electrical equip- 
ment distributors, Memphis, Tenn., 
held their semi-annual sales confer- 
ence, December 20. Harold Wright, 
manager of the electrical department, 
was the principal speaker at the two- 
day meeting. He discussed sales op- 
portunities in industrial electrical 
equipment and the major lines 
carried in stock. 

A banquet for the sales force con- 
cluded the session which 38 members 
of the organization attended. Richard 
Alcott, executive vice-president, pre- 
sided over the sales conference and 
acted as toast-master at the banquet. 


Beaumont Wholesaler Expands 


The Reed Company of Beaumont, 
Texas, distributors for nationally ad- 
vertised electrical appliances, recently 
moved into their newly renovated 
building at the corner of Main and 
Fannin Streets. This larger place of 
business, which consists of three 
floors, was made necessary by a 
rapid growth in the company’s busi- 


ness. 


J. L. Perry Company Holds 
Open House For Dealers 


The complete line of 1938 West- 


inghouse refrigerators, water heat- 
ers, dish washers, laundry equipment 
and small appliances were on display 
at the open-house meeting held by 
the J. L. Perry Company, Nashville, 
for three days during the last week of 
November. 

Among those present at the meet- 
ing were Miss Irma Tual, home econ- 
omist, Vincent Murray, range super- 
visor, W. B. King, district represen- 
tative and Robert Lynch, merchan- 
dising manager, all of the southeast- 
ern division of Westinghouse Electric 
and Manufacturing Company. 

The J. L. Perry Company recently 
announced the inauguration of 
another all - expenses-paid Philco 
Havana Cruise Contest. Winners in 
the contest will be determined by the 
highest attainment of quotas based on 
retail sales during the contest. 

Instead of taking only a few win- 
ners on this cruise, as has been done 
in the past, it is expected that at least 
24 winners will make this trip. Fifty 
per cent of all dealers participating 
in the contest will be entitled to send 
one representative on the trip. 











Timely News of the 





ELECTRICAL MANUFACTURERS . . . 





Changes In G-E 
Personnel . . . 


Fred Sindermann has been ap- 
pointed manager of the electric fan 
sales section of the General Electric 
appliance and merchandise depart- 
ment, Bridgeport, Conn., according 
to an announcement by D. C. Spooner, 
Jr., manager of the household appli- 
ance sales division. Mr. Sinderman 
has been associated with General 
Electric Company since 1917 and suc- 
ceeds R. J. Heaney. 

A. E. Pierce has been appointed 
manager of the department store and 
furniture store sales of General Elec- 
tric appliances by C. M. Snyder, G-E 
appliance sales manager. In his new 
post, he will further develop the com- 
pany’s relations with centralized pur- 
chasing and merchandising agencies 
having affiliated stores in more than 
one appliance sales district. 

J. W. Dunbar, formerly in charge 
of magazine advertising for the In- 
candescent Lamp Department of the 
General Electric Company, at Nela 
Park, Cleveland, has been appointed 
assistant to C. H. Lang, advertising 
manager. Mr. Dunbar joined the 
sales promotion department of Gen- 
eral Electric’s incandescent lamp di- 
vision shortly after the world war, 
and was for a time editor of the 
Stimulator Magazine, a house organ 
for General Electric lamp dealers. 
He was also the first commercial 
editor of the Magazine of Light. 

Arthur J. Lee has been appointed 
assistant manager of the General 
Electric Home Bureau, according to 
announcement by C. W. Stuart, man- 
ager. Mr. Lee has been associated 
with the Home Bureau since 1935, 
and since 1936 has served as sales 
manager. 


Changes Announced In 
Hotpoint Personnel . . 
Several important changes were 


announced recently in the personnel of 
the Edison General Electric Appli- 


ance Company, of Chicago, manufac- 
turers of Hotpoint appliances. 


Ac- 


G. H. Smith 





H. E. Warren 


cording to announcement by R. W. 
Turnbull, vice president and general 
sales manager, George H. Smith, who 
for the past year has beer sales head 
of the Hotpoint home laundry divi- 
sion, has been made manager of the 
refrigerator division. Mr. Smith 
joined the Hotpoint organization in 
November, 1936, after extensive ex- 
perience in the wholesale, retail and 
manufacturing division of the elec- 
trical industry. 

Harry E. Warren will succeed Mr. 
Smith as sales manager of the home 
laundry division. Despite his compar- 
ative youth, Mr. Warren has just 
passed thirty years of age, he has had 
extensive experience in the electrical 
industry. He resigned a _ position 
with the Detroit Times, where he 
handled promotions and campaigns 
designed to develop the all-electric 
kitchen and complete home laundries 
in the new home building field, to 
accept this new position with the Hot- 
point company. 

Myron H. Beekman, district man- 
ager for Hotpoint in Philadelphia, 
has been promoted to head the new 
Hotpoint kitchen sanitation division 
and will direct the sales for the Hot- 
point dishwasher and the new Hot- 
point kitchen waste unit. 

Mr. Beekman joined the Hotpoint 
organization in 1920 as assistant dis- 
trict manager in the Chicago district. 
He served, subsequently, as manager 
of the service department and later 
as manager of the appliance division. 
In 1931 he became district manager 
of Hotpoint in New York and last 
year assumed the same position in 
charge of the Philadelphia district. 


General Electric Radio Service 
Meetings In 150 Cities 


To give service men and dealers 
complete technical information on the 
new General Electric radio ‘‘Touch 


Tuning”’ system, ‘‘Tone Monitor”’ cir- 
cuit (audio feed-back amplifier) and 
noise-reducing antenna, the radio di- 
vision of the General Electric Com- 
pany is now holding its seventh nat- 
ional series of service meetings in 
over 150 cities, 



























M. H. Beekman 





Death Takes Well Known 
Hotpoint Engineer 


Charles P. Randolph, Jr., vice- 
president in charge of engineering 
for the Edison General] Electric Ap- 
pliance Company, Chicago, died Nov- 
ember 30 in Rochester, Minn., after 
a short illness. He was 49 years of 
age. Mr. Randolph was widely 
known for his contributions to the 
range and water heating industry. 

He became identified with the Gen- 
eral Electric Company at Pittsfield, 
where he assisted in the development 
of the first electric ranges marketed 
by the company. Later he was made 
managing engineer of the heating 
device department and in 1908, when 
this unit of the company was con- 
solidated with the Hughes Electric 
Heating Company and the Hotvoint 
Company to form the Edison General 
Electric Appliance Company, Mr. 
Randolph was made chief engineer. 

An eminent utility engineer pays 
the following tribute to Mr. Ran- 
dolph: 

“In his passing our personal loss is 
irreparable. The industry’s loss, how- 
ever, will depend upon the measure 
in which both the manufacturers and 
the utilities succeed in properly co- 
ordinating their promotional efforts 
on the sound economic basis estab- 
lished by Mr. Randolph’s researches. 
It may be several years before the 
full significance of his last valiant 
efforts are truly appreciated by the 
public, the industries and the regula- 
tory commissions. 


New Commercial Fixture 
Company Organized 


The Wilson Fixture & Mfg. Co., 
Inc., has recently been organized to 
manufacture a general line of com- 
mercial lighting fixtures and allied 
products. 

The engineering development and 
research work for the new company 
is being handled by the Wilson Elec- 
trical Development Company, which 
also acts in a similar capacity for 
Wilson Lighting, Inc., manufactur- 
ers of reflectors and floodlights. 

Some outstanding new designs 
have been developed by the new com- 
pany, and further announcements will 
be made shortly. Wesley Wilson is 
president of the new company, and 
the home office is located at 411-413 
S. Clinton St., Chicago, III. 


Claude J. Hendon Heads 
NEMA Section . . . 


Claude J. Hendon, manager of the 
heating device sales section of the 
General Electric appliance and mer- 
chandise department, Bridgeport, was 
appointed chairman of the domestic 
appliance section of the National 
Electrical Manufacturers Association 
at its recent meeting in Chicago. 
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American Steel & Wire Co. 
Engineer Honored . . . 


Dr. G. M. L. Sommerman of the 
physical laboratory staff of the 
American Steel & Wire Co. Worces- 
ter, Mass., plant, has received the 
Alred Noble prize for the best tech- 
nical paper published by any member 
under thirty years of age of either the 
American Society of Civil Engineers, 
the American Society of Mechanical 
Engineers, the American Institute of 
Mining and Metallurgical Engineers. 

The award was made to Dr. Som- 
merman on a paper entitled ‘‘Proper- 
ties of Saturants for Paper-Insulated 
Cables’? which was presented before 
the American Institute of Electrical 
Engineers last June and published 
in the magazine Electrical Engineer- 
ing. The prize consists of $500 in 
cash and a medal. 


Boyd, Caron and re 
Join Kelvinator 


John Boyd, Walter M. Porosky and 
John H. Caron have joined Kelvina- 
tor’s advertising and sales promotion 
staff, according to announcement 
made by Sam C. Mitchell, director of 
advertising and sales promotion for 
Kelvinator Division, Nash-Kelvinator 
Corporation. 

Mr. Caron was formerly a member 
of the Detroit advertising firm of 
Aarons, Sill and Caron, Ine. Mr. 
Porosky is well known for his work 
as consultant on business cerrespond- 
ence and marketing research work 
for various commercial firms. He 
served for eight years as professor of 
salesmanship, marketing and adver- 
tising at the Detroit Institute of 
Technology. Mr. Boyd joins Kelvi- 
nator direct from the advertising 
agency of Geyer, Cornell and Newell, 
where he did copy and contact work 
for ten years largely on refrigeration 
accounts. 





Frigidaire Branches Established 
In Two Southern Cities . . 


Two new company branches were 
established in southern cities by 
Frigidaire Division, General Motors 
Sales Corporation, January 1, accord- 
ing to announcement by Carl A. Copp, 
general sales manager. 


F. M. Davison 


One of the branches has been es- 
tablished in Nashville, Tennessee, and 
will handle distribution activities in 





central and eastern Tennessee. 

Fred M. Davison, who has been in 
charge of Frididaire operations in the 
Cincinnati area, has bven appointed 


district manager in Nashville. Mr. 
Davison is a pioneer in the Frigidaire 
business, having been a dealer for 
Delco-Light and co-owner of the first 
Frigidaire dealership in Kentucky, a 
franchise acquired in 1919. 
























L. W. Curl 


In recognition of the increasing im- 
portance of Alabama as a market for 
electric appliances, a company branch 
has been established in Birmingham 
with L. W. Curl, long-time Frigidaire 
executive and now eastern zone man- 
ager, as district manager. Mr. Curl 
will transfer his residence from Day- 
ton to Birmingham. 


Wynne Snoots Joins 
Nelson Supply Co. 


Wynne Snoots, who has represent- 
ed The Arrow-Hart and Hegeman 
Electric Company for eight years, and 
who for the past several years has 
served as southwestern district man- 
ager with headquarters at Dallas, 
Texas, has resigned his connection to 
become associated with the Nelson 
Electric Supply Company, of Dallas, 
in which he has a proprietary inter- 
est. Mr. Snoots is well known 
throughout the South, and especially 
the Southwest, and his numerous 
friends wish him every success in his 
new business venture. 


Insulated Lamp Guard Cage 
In Plastic Competition . 


A McGill lamp guard cage made 
of molded plastics by the McGill 
Manufacturing Co. of Valparaiso, 
Indiana, received honorable mention 
in the Industrial Group of the Second 
Modern Plastic Competition conduct- 
ed by Modern Plastics magazine. 

This unit has many advantages, 
foremost of which are its strength, 
durability, and absolute insurance 
against short-circuiting. It will 
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withstand impacts and hard usage, 
and is designed for use around 
switchboards, panel-boards, radio 
stations, and other places where con- 
tact with a metal guard would cause 
breakdown or injury. It has high 
resistance to heat and cold, moisture, 
oil, fumes and moist chemicals, and 
and will not corrode or disintegrate. 


New Leonard District Manager 
For Southern Territory . . . 


The appointment of W, G. Harvey- 
cutter as district manager for the 
southern territory to contact distri- 
butors handling Leonard elecric re- 
frigerators, was announced recently 
by R, I. Petrie, sales manager of the 
Leonard Division of Nash-Kelvinator 
Corporation. 




















Harveycutter has been in the 
electric refrigerator business for four- 
teen years, having started as a retail 


Mr. 


salesman. He first joined Leonard 
in 1930 as a special field representa- 
tive. 


Felix To Represent Simplex 


A. K. Felix, well known through- 
out the electrical industry of the 
South, now represents the Simplex 
Wire and Cable Company, Boston. 

Mr. Felix will travel the states of 
Georgia, Florida, North Carolina and 
South Carolina and will make his 
headquarters in Atlanta. 





























Hammond U. Mann has been appoint- 
ed general sales manager of Premier 
Wholesale and Central Station Sales 
Division. Mr. Mann, who has had 
many years of experience in vacuum 
cleaner distribution, was transferred 
to this position from Chicago where 
he was division manager for Premier. 




















Timely Items About 








New ELECTRICAL PRODUCTS . . . 


Portable Home Floodlight Unit 
Announced By Benjamin 


A new type, portable floodlighting 
unit, ideal for use in a hundred and 
one desirable spots in the home and 
small business establishment, is an- 
nounced by Benjamin Electric Mfg. 
Co., Des Plaines, Ill. The Benjamin 
Variety-Lite is used to advantage in- 
doors, in such places as basements, 
stairways, store and stock rooms, at- 
tics and garages. Innumerable out- 
door uses may be found for this light- 
ing innovation. 

The Benjamin Variety-Lite is 
mounted on a swivel bracket which 
can be shifted to any desired angle 
vertically and through a full circle 
horizontally. Complete with weath- 
erproof cord and plug, it is entirely 
portable, 





These floodlights are available in 
100 and 200 watt sizes, with 8 in. 
and 10 in. seamless steel, weather- 
proof reflectors attractively finished 
in porcelain enamel—pearl gray out- 





side, white inside—with an etched 
aluminum snap-in auxiliary inner 
reflector. An attractive, compact 


metal counter display is available to 
all outlets selling electrical equip- 
ment. 


Okonite Film On Wire and Cable 


The Okonite Company, Passaic, 
New Jersey, have just completed a 
new two reel sound film showing 
how rubber insulated wires and 
cables are made and used. Lowell 
Thomas is the narrator. It will be 
shown without charge in 16mm. or 
35mm, sizes to those interested in this 
subject. 


Ideal Adds “Vibrating Type” 
To Voltage Regulator Line 


The addition of a new type of 
vibrating voltage regulator to its’ 
regular line of carbon-pile type regu- 
lators, enables the Ideal Commutator 
Dresser Company, Sycamore, Illinois, 
to furnish just the type of regulator 
needed for most applications. 

This new vibrating type regulator 
is primarily designed for the voltage 
control of a-c generators, which are 


subject to wide load vartations. Its 
action is very fast, since there are 
no dash pots, or other damping de- 
vices to slow the action of the regu- 
lator when load variations occur. All 
live parts of the Ideal Regulator are 
enclosed, for safety and appearance. 

The complete services of the Ideal 
engineering department are available 
to purchasers of Ideal regulators. 
This service becomes especially valu- 
able with the addition of I. D. Ap- 
plegate, who has specialized for many 
years in voltage regulators. 


Streamlined Ster-Lite Fixtures 





New commercial lighting fixtures 
of modern streamlined appearance 
and extraordinary efficiency are an- 
nounced by Reflector & [lluminating 
Company of Chicago. 

Ster-Lite fixtures, as th's new pro- 
duct is called, are a balanced combi- 
nation of Sterling Lite-Flo reflectors 





and opal glass louvres. The highly 
efficient reflectors direct light to 
working surfaces with minimum loss 
—the louvers diffuse the light to il- 
luminate vertical surfaces. The re- 
sult is ideal lighting for commercial 
interiors, plus more effective light 
per watt-hour of current used. 


New Burndy Tap Accommodates 
Several Wire Sizes "ae 


The newest of the Burndy gutter 
taps, type QPR, has been designed 
to eliminate the need of keeping 
many sizes of connectors in stock. 
Constructed in three seciions ‘‘tele- 
scoped”? together and held in place 
by Everdur cap screws, each tap ac- 
commodates a range of conductor 
sizes with neatness and compactness 





High conductivity and ruggedness 
are assured by the use of carefully 
controlled alloys with a high content 
of pure copper. Like other Burndy 
connectors, type QPR may be quickly 
installed with the use of a single 
wrench and may be easily taped. 

The total conductor range of this 
new clamp-type connector in all avail- 
able sizes is from No. 8 solid up to 
and including 2,000 MCM. Itisa 
product of Burndy' Engineering 
Company, Inc., New York, N. Y. 


Recessed Lighting Fixture 
Listed By U-L, Inc. . . 


Kent recessed lighting fixtures, 
now listed by the Underwriters’ Lab- 
oratories, Inc., are the subject of a 
special bulletin issued recently by 
the manufacturer, Kent Metal Manu- 
facturering Co., Brooklyn, N. Y. The 





bulletin gives standard specifications 
on both flush and semi-flush type re- 
cessed fixtures and includes dimen- 
sions and other data on a wide range 
of square, rectangular, oblong, and 
round boxes. 

One of the semi-flush models, No. 
712, is shown here. Its outside 
diameter is 74%x12 inches. 


Selecting the Right Motor 
Subject of New Booklet . 


A new 24-page book has just been 
published by Century Electric Com- 
pany, St. Louis, presenting in help- 
ful form, information concerning the 
electrical characteristics and descrip- 
tions of all types of fractional horse 
power motors—repulsion start in- 
duction, split phase, capacitor, poly- 
phase, direct current— with sugges- 
tions as to how they can be most ef- 
fectively applied to meet the require- 
ments of motor-driven machinery 
and appliances operating in normal 
or abnormal surroundings. 


New Transformer Bulletin 


R. E. Uptegraff Manufacturing 
Company, Pittsburgh, Pa., have just 
issued a new bulletin broadside on 
transformers. The illustrations 
show 14 of the various types of trans- 
formers manufactured. A copy of 
this transformer broadside may be 
obtained by addressing the manufac- 
turer. 
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Store Lighting Publication 


A new publication entitled ‘‘Store- 


lite A New Luminaire Designed To 
Sell Merchandise” describes a new 
unit for lighting merchandise dis- 
played on counters and shelves. In- 


cluded are construction features, ap- 
plication data and_ illumination 
tables. Copies of the folder are 
available from the Lighting Division, 
Westinghouse Electric and Manufac- 
turing Company, Cleveland, Ohio. 


Gruber Brothers Controlens 
Dining Room Unit 
A new Controlens dining room 


unit designed to spot 32 foot candles 
on the center of the table, 15 foot 





candles on the outer edge, and five 
foot candles at eye level, is announc- 
ed by Gruber Brothers, New York, 
N. Y. This unit, designated as No. 
6883, gives effective general illumi- 
nation by indirect lighting from 
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ceiling and soft diffusion from the 
luminous side panels. The unit is 
available in either bone white and 
satin chrome or bone white and gold 
finishes. Various other styles and 
sizes are also available. 


Utility Dead End Tool 
Offered By Kearney 


James R. Kearney Corp., St. Louis, 
Mo., announces a strong, light weight, 
moderately priced dead end tool for 
handling dead ends and other types 
of suspension insulator construction 
having not over six insulators per 
string. A safe working load of 1800 
lbs. maximum is obtained from the 
lever and fulcrum principle of the 
tool. 

The rear rocker arm 
with a spiked shoe and strap for 
securing to a pole or crossarm. The 
outer rocker arm is placed astride 
the conductor with a suitable strain 
shoe bearing on the end of the dead 
end clamps. These shoes are furnish- 
ed to fit various types of dead end 
clamps, including the thimble eye 
types. The tool is also equipped 
with a cumalong. 

The rocker arm pivots are arrang- 
ed so that the tool is self-stabilizing 
as soon as pressure is applied, also 
causing the travel of the rocker arms 
to equalize. 

All parts are electrically and me- 
chanically proof tested assuring safe 
and dependable performance. It is 
easy to handle and exceedingly flex- 
ible in its many applications on disc 
type insulator construction. 


is equipped 














GALVANIZED 


service. 


rosion. 


INDIANA STEEL & WIRE CO 


MUNCIE,INDIANA 


STEEL STRAND «+ TELEPHONE WIRE 


_ SPECIFIED BECAUSE OF 
| PROVED PERFORMANCE 


@rapo Galvanized Steel Strand has earned its 
enviable reputation for long, dependable, economi- 
cal life by outstanding performances in actual 
That’s why it so often is specified by 
leading utilities for the more important construc- 
tion jobs. The heavy, uniform, pure zinc coating— 
applied by the Crapo Process—is notable for its | 
adhesion and ductility; its ability to withstand | 
bending and twisting; its lasting resistance to cor- : | 

Both the finished strand, and the wire 
from which it is made, conform in every detail to 
the most rigid specifications for tensile strength, 
elongation, size, galvanizing and ductility. 

@rapo Galvanized Strand is readily available in 
all standard grades and sizes. 
or write direct for technical details! 
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Ask your Jobber, 




















Cordless Iron Features Safety 
Convenience, and Economy 


A new electric iron, the Chereton 
Cordless, which eliminates the con- 
ventional cord and embodies a new 
streamlined design and safety fea- 
tures, has been introduced by Elec- 
trical Products Company, a Detroit 
manufacturer, 

The iron, containing 
element, is not connected 
electrical current while in use. The 
current is supplied through an in- 
sulated base which serves as a stand 
when the iron is not in use. The 
base contains contacts to supply cur- 
rent, a multible switch controlling 
the heat for rayon, silk, wool, cotton 
and linen, and a thermostat to regu- 


the heating 
with the 





late ironing temperatures, 

When the iron is in use there is no 
cord to tangle with the garment, or 
to wear, break or short-circuit from 
the necessary constant pulling and 
moving. This speeds up ironing and 
gives a greater freedom of movement 
to the operator. 


Empire Electric Presser 


The Empire electric clothes presser 
is a new appliance which many deal- 


ers recognize as a practical appli- 
ance, easy to use, easy to demon- 
strate and easy to sell. The Empire 
presses pants, coat sleeves, lapels, 
collars, ties, etc., in a few minutes 
without leaving shine. The appli- 





ance requires no fussing with board 
or wet cloth. It plugs into any 
socket, a-c, d-c, and will not over- 
heat. It weighs only 10 ounces. 

The manufacturer, Empire Elec- 
tric Company, Cincinnati, Ohio, has 
advertised the appliance extensively 
in popular magazines, especially 
those with masculine appeal. 

In its attractive new package, the 
Empire is a unique gift item which 
retails for $2.00 and is accompanied 
with a printed 1-year manufacturer’s 
guarantee. 
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hes your business to sell electric appli- 
ances. It’s my business to help you make 
more sales and more profits. I'm an ex- 
pert at that. I have helped sell billions 


in merchandise to millions of families. 


Many of the families in your community 
are my friends. I helped them when 
they bought their automobiles, their oil 
burners, heating equipment and many 
other appliances. They liked 
my way of doing business. 
When they find I am working 
with you, they will be more 















prospect list and makes your customers 


appreciate your services. My methods 
are tactful, effective, sure, yet never 
embarrassing or offensive. You con- 
centrate on selling. When the sale is 


made, you get your money promptly. 


Let me show you how I can make 
more profits for you. I am the 
manager of one of the 195 
Commercial Credit offices in 


the country. One of them is 


willing to buy from you. mows nermeERMTORS | ~~ in your territory .... Get 
eam |. , 
When you and I work together, MANGES “HEATING EAR in touch with me today and 
. CONDITIONING EQUIPMENT ; 
my business broadens your 5 | let's talk it over. 





COMMERCIAL CREDIT COMPANY 






COMMERCIAL BANKERS «@ 
CONSOLIDATED CAPITAL 


* HEADQUARTERS: BALTIMORE 
AND SURPLUS $65,000,000 


SERVING MANUFACTURERS, DISTRIBUTORS AND DEALERS THROUGH 195 OFFICES IN THE UNITED STATES AND CANADA 
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MASTER-LIGHT TYPE “T” 


MOUNTS ON REPAIR CAR ROOF 
*‘Just Point The Pistol Handle’’ 


A Rugged Searchlight for Trucks and Repair Cars. 
Finished in black enamel and chromium plate. 


ONLY SPOTLIGHT MADE ESPECIALLY FOR PUBLIC UTILITIES 


Mounts on top of car, controls from inside by pointing the pistol 
Light revolves in a complete circle and projects a powerful 


handle. 


Mile-Away beam, upward to any height or down. 
and repairing breaks in line. Does not interfere with headroom in car. 


Operates from car battery, positively stays in required position re- 
gardless of vibration on rough roads. Ideal fog or gutter light. 
Write today for information regarding complete line of Master-Lights. 


CARPENTER MANUFACTURING CO. 
CAMBRIDGE, MASSACHUSETTS 
MAKERS OF WORLD’S ONLY COMPLETE LINE OF HIGH POWER HAND SEARCHLIGHTS 


179 SIDNEY ST. 


Made for locating 











Westinghouse Announces Home 
Service Conference _ .... 

The 1938 Westinghouse National 
Home Service and Kitchen Planning 
Conference will be held in Mansfield, 
Ohio, January 19-21. 

This important meeting for home 
service directors, kitchen planning 
engineers, and utility merchandise 
and commercial managers, is expected 
to attract utility representatives and 
others from all parts of the country. 


Showroom Built For Showmanship 


(Continued from page 20) 


serves excellently for seasonal 
emphasis appliances. Recently, for 
instance, it was used for inter- 
esting and decorative Christmas 
gift suggestions, including the 
small table Christmas trees, elec- 
trically lighted, during the holi- 
day buying period. 

Larger appliances are given ap- 
propriate, removable decorative 
backgrounds around the wall, and 
are well segregated. Position of 
these is variable, according to the 


season of the year, Mr. Waller 
said. The entire arrangement of- 
fers a nice coordination of major 
with minor appliances; traffic 
moves easily through the display 
tables for minor appliances to the 
major appliance units in any part 
of the show room. 

A complete indirect lighting 
system has been installed, giving 
about 30 foot candles at all points 
on the show room floor. Walls are 
of a light green tint, ceilings are 
white. The floor is a dark green. 

This offers an extremely simple, 
yet very effective decorative 
background for the showroom. 
Care was taken with the lighting 
to see that it was adequate and 
suitable—on the theory that an 
electrical store should “set the 
pace” for other commercial firms, 
in using good lighting effects. 

An interesting feature of the 
shop-storage space in the rear of 
the building is the small storage 
section wired off from the rest of 








the space with fence wire. Smaller 
stocks, including light bulbs, are 
kept in this room; such an ar- 
rangement cuts down loss. 

In addition to the store, Waller 
maintains stocks in warehouse 
space aggregating 80 by 100 feet. 
Larger display cases and commer- 
cial refrigerators as well as the 
supply in domestic refrigerators 
not kept in the store’s storage 
space, are kept there. The com- 
mercial display cases are also given 
display space on the floor. 

Opening of the new Waller 
store, November 29, marked the 
first anniversary of the firm. It 
was celebrated with an “open 
house,” which was well adver- 
tised by 250 telegrams to business 
leaders and others in the city, and 
200 to 300 personal letters. 


Success of the firms “segre- 
gated” selling system (outside 
salesmen work only those ap- 


pliances assigned to them) is well 
suggested by the fact that 130 re- 
frigerators of one manufacturer 
have been placed in use in Shreve- 





Burndy announces type KPA 28 — a recent 
_addition to the SCRULUG line. This handy, 
sturdy connector takes cables from 1/0 str. 


"to 4/0 str. Prices on request. 


BURNDY 
ENGINEERING COMPANY, Inc. 
459 E. 133d St., New York, N. Y. 


7 haaas 


ab biden! 
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GENERAL ( ELECTRIC 


HEATING DEVICES 


APPLIANCE AND MERCHANDISE DEPT., BRIDGEPORT, CONN. 





Stock and promote the Gen- 
eral Electric line of Heating 
Devices. Sign up now with 
your General Electric Dis- 
tributor for your initial stock 
order for 1938. Sell and pro- 
mote this accepted line of 
quality appliances. 









































Use Up-to-date 


MAXIMUM 
DEMAND 
REGISTERS 









Sangamo Type HG 
Maximum Demand 
Register 






Sangamo Type L-2-A Two- 
Element, Single-Disk Meter 
equipped with Type HG 
Demand Register 


Sangamo Type HG 
Demand Registers 
are interchangeable 
on Sangamo Single- << 
phase Meters as well as the two- 
element, single-disk Type L-2 Meters. 


SANGAMO 


ELECTRIC 
COMPANY 


SPRINGFIELD, ILLINOIS 











port homes during the past year 
—all by the Waller firm, since it 
introduced this refrigerator into 
its territory. And, Mr. Waller 
added, on not a single one of 
them, up to the time of the re- 
opening of the new store, had 
there been a service call. 

Besides its large crew of out- 
side salesmen and electricians, the 
Shreveport firm has one inside 
man in the service department 
specializing on refrigerator, air 
conditioning, radio and other ap- 
pliance repairs. 

Mr. Waller carries approximate- 
ly $25,000 in stocks, under the 
new set-up. His smaller and do- 
mestic appliances are sold direct- 
ly under his supervision; his com- 
mercial appliances are sold by 
salesmen acting independently, 
“as business men themselves.” 

Mr. Waller entered the ap- 
pliance field from electrical con- 
struction, having been with the 
Ivie Watson Electrical Co., for a 
number of years. He is a thor- 
oughly trained salesman himself, 
and spends as much time as busi- 
ness will allow in “canvassing” 
along with his salesmen. 





Promoting lIroner Sales 
(Continued from page 21) 


weight the equivalent of 4,200 
pounds every time she does a fam- 
ily ironing. 

Remember there are no service 
worries with the ironing machine; 
no trade-in allowance; no cut- 
throat competition and loss leader 
sales. 

Remember every washer user is 
an ironer prospect. Two questions 
will be asked by almost every 
prospect; first, how long will it 
take to iron a shirt? The answer 
is: not any longer than it takes 
to iron by hand. (If time must be 
given, an average of five minutes 
is safe.) Second, can I iron every- 
thing? The answer is: yes, after 
some practice. 

The mechanical controls of an 
ironing machine must be mastered 
just as one learns the controls of 
an automobile: starting, stopping, 
turning around, parking, feeding 
the gas and applying the brakes, 
are all manual operations to be 
mastered when driving a car. 
Similar operations are employed 
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in learning to drive an ironing 
machine. After these are mas- 
tered, use flat pieces; it is not 
difficult for any woman who is a 
good cook, knits or sews well, 
who drives her own car, to quick- 
ly catch on to the use of an iron- 
ing machine. 

Last but not least important, 
we believe, salesmen have not 
sold ironing machines’ because 
they were not especially encour- 
aged to push this item. Pay your 
salesmen five per cent more for 
the sale of an ironing machine 
than the other appliances. You 
have nothing to lose because your 
ironer business just does not ex- 
ist today. Any business you do, 
therefore, will be PLUS business. 
This inducement will encourage 
more se'es. There should be some 
inducen nt to talk a_ subject 
which everyone seems to neglect. 

Where salesmen are talking the 
ironing machine to every prospect 
who is interested in a washer, we 
find that it is possible to sell iron- 
ing machines to 50 per cent of 
those who use washers. 








and yet over 50% of all rooms for $3.50 
or less single; $5.00 or less double. 


Dania 
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| Reader’s Service 





Helpful booklets and 
catalogs are offered by 
many of the advertis- 
ers in ELECTRICAL 
SOUTH. Go through 
the magazine pages 
and write down in the 
space below the names 
of those advertisers in 
whose products you are 
interested. Often our 
readers would like to 
secure additional in- 
formation on certain 
lines advertised in the 
paper but do not have 
the time to write for it. 
We shall be glad to 
help you by forward- 
ing your name to the 
advertisers. 


Advertising Department, 
Electrical South, 
1020 Grant Bldg., 


Atlanta, Ga. 


Please have sent to me, without obligation, 
the catalogs, booklets, or additional informa- 
tion on the products of the following manu- 


facturers: 
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Now another Sterling achievement revolutionizes 
~ “ lighting of commercial interiors. 


Combining the high efficiency of Sterling Silvered-Glass 
Reflectors and the light-diffusing qualities of opal glass 
louvers, Ster-Lite Fixtures give high lighting intensity 
with relatively low wattage—brilliant illumination of 
working planes with diffused lighting of vertical surfaces. 


An attractive folder just off the press gives detailed 
pictures and photographs of actual installations. Write 
for your copy today. 


REFLECTOR & ILLUMINATING CO. 
1431 W Hubbard St. CHICAGO 














1000 PEACHTREE STREET 

























Extra features of the Hamilton Beach 
food mixer make it easier to sell. 
Easily demonstrated and understood, 
they all appeal to a woman’s desire 
for greater convenience, 


NATIONALLY ADVERTISED 
Extensively advertised in leading mag- 
azines, the Hamilton Beach has be- 
come a great sales leader. Attractive 
tie-up material, liberal discounts and 
a profit protecting policy are behind 
e-ervy one you sell. Order from your 
wholesaler. Write us for free dealer 
helps. 


HAMILTON BEACH CO., Racine, Wis. 
D'visien of Scovill Manufacturing Co. 


HAMI EACH Per MIXER 


© BROGERS 


ELECTRICAL HEATING ENGINEER 


| CHROMALOX 
| ELECTRICAL HEATING UNITS 


and 
i CHROMALOX 
} EQUIPPED PRODUCTS 
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| i greater the efficiency of the tools you 
use, the more chance you have of meet- 
ing competition and making a profit on each 
job. That is why Greenlee Conduit Benders 
and Knockout Tools are so popular. They cut 
costs on every job and are liked by the men 
who use them. 


Hydraulic Conduit Benders 


Greenlee Hydraulic Conduit Benders insure 
profits, because they bend conduit quicker 
and easier than by other methods. In addi- 
tion, they make smooth, even bends, eliminat- 
ing many fittings and making it easy to pull 
in wire and cable. They are easy to take to 
the job, too, because they are readily portable. 


Knockout Tools 


Greenlee Knockout Punch- 
es and Cutters are time 
savers and profit makers, 
because they make it easy 
to enlarge holes in switch 
boxes, cabinets, etc. They 
form clean-cut holes 
quickly and accurately, 
without reaming or filing. 





Let Us Send Complete Information. 


GREENLEE TOOL CoO. 


1707 Columbia Ave. 
ROCKFORD, ILLINOIS 


GREENLEE TOOL CO., 1707 Columbia Ave. 


Rockford, Illinois. 


Please send complete information on the fol- 
lowing: 


0 Knockout Tools [] Conduit Benders 
| ee PRL n. ana bee S 
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Increasing Shreveport Loads 
Justify Network System 


(Continued from page 55) 


a lead sheath on it. Also, the op- 
erating and connecting operations 
are simplified and improved. The 
cables are connected in the man- 
holes through G & W Multitaps. 
These multi-taps are a clamp type 
spider terminal arrangement and 
are equipped with Bakelite stuffing 
sleeves, sealing the ends of the 
cables from moisture and water. A 
typical secondary multi-tap termi- 
nal arrangement is shown in an ac- 
companying illustration. 

Wherever possible, service to cus- 
tomers’ buildings are extended di- 
rectly from the manholes into the 
building. The services terminate 
in the customer’s buildings in termi- 
nal boxs which are equipped with 
fuses of the proper ratings, depend- 
ing on the customers’ loads. Where 
it is not possible to extend the un- 
derground service directly into the 
customer’s building, the service is 
brought up on a riser at the rear of 
the building and as near to the cus- 
tomer’s service as possible. In this 
type installation, also, a_ service 
terminal box is used equipped with 
fuses of the proper rating depend- 
ing on the load to be served. 

For the control of the overhead 
street lights which will be served 
in this network area, a pilot wire 
contro] has been installed in the 
duct also occupied by the neutral. 
This pilot wire is controlled by an 
automatic switch, which in turn 
controls a 120-volt relay which 
serves the lamps. The lamps are 
served directly from the network 
with proper protective equipment. 

A company telephone system con- 
necting the main office, the switch- 
ing station, and the distribution 
office, to all of the transformer 
vaults in the network area has also 
been installed. This telephone sys- 
tem is necessary to facilitate dis- 
patching, switching, testing, etc. 

All of the high voltage cables are 
fireproofed in each manhole and in 
each transformer vault. Each trans- 
former vault which has an opening 
into a building is equipped with 
proper ventilating equipment to 
keep the vault temperature within 
safe operating limits. 
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Novel Campaign Material 
Provides Incentives 

(Continued from page 42) 
blending with the school colors in 
a particular section were displayed, 
and placards emphasizing the value 
of Better Light to good eyesight 
and better grades were prominently 
displayed. These placards were 
painted in the school colors of the 
section in which they were used. 

These windows attracted stu- 
dents from all parts of Little Rock, 
and resulted in much “word-of- 
mouth” advertising for the lamps. 
Windows used in other towns 
where the company has sales 
floors employed flashers to show 
the contrast of good and bad light- 
ing, windows in which half was 
well lighted and the other half 
poorly lighted, ete. 

In summarizing the accomplish- 
ments of the campaign, Mr. Givens 
said that the success of the cam- 
paign was due to all employees of 
the company cooperating to the 
fullest extent. 











There's no need for walking blocks, 


Spending money, time and pep— 


Here's Downtown at your doorstep.” 








tkennox 


OF ALL ROOAS $3.50 OR 
$5.00 OR LESS, DOUBLE 


OVER 50 
LESS, SINGLE 

















s in 
yed, 
alue 
ight 
ntly 
vere 
the 
stu- 
»ck, 
-of- 
aps. 
wns 
les 
low 
ht- 
vas 
alf 





ELECTRICAL SOUTH for JANUARY, 1938 








Announcing! 



































24-gang installation for complete meter 
enclosure with bus trough and service en- 
trance switches or circuit breakers. This 
arrangement can also be furnished for 
socket type meters. 


aa) New Developments in-- 


Gang Metering < « 


Walker engineers announce a new series of rust- 
proofed steel and aluminum cabinets for gang me- 
tering that are the last word in: 


A complete line of steel and aluminum boxes for 


WALKER ELECTRICAL CO. 


@ Convenience 

@ Economy 

@ Compactness 

@ Ease of installation 

@ Durability and protection 


1 indoor and outdoor installation. 


Write today for full details 


Atlanta, Georgia 








TIME SWITCHES $ 495 
With capacities from 5 to and up 
400 Amperes 
ments of Circuits for ‘and u 7 
Every Effect. 
For Detailed Information, Write 


Automatie Elee. Mig. Co. 


MANKATO, MINN. 





ie cilia. 


All Types and Arrange- 


DAVEY LINE CLEARING SERVICE 
Why Davey Service? 


@ Available throughout the South 
@ Uniformly Skillful 

@ Outstandingly Economical 

@ Preferred by Tree Owners 


It pays to use dependable Davey Service 
THE DAVEY TREE EXPERT CO., Kent, Ohio 


Southern Headquarters: 231 Healey Bldg., Atlanta 
Phone WA!nut 6927 


DAVEY TREE SERVICE 

















Did You Know— 


that you could’secure a copy of that valuable new book—the 
“HANDBOOK OF INTERIOR WIRING DESIGN”—with a sub- 
scription to ELECTRICAL SOUTH? This handbook meets a long 
felt need in dealing with the problem of inadequacy in wiring 
Capacity and the handicap it places on electrical progress. It is 
the first standard of wiring adequacy equally acceptable to all 
branches of the industry and the eight National Associations have 
assisted in its preparation and are sponsoring its distribution. Let 
this Handbook he!p you to good wiring service, safety, customer 
satisfaction and more profits. Write us today and we will tell 
you how you can secure it. 


ELECTRICAL SOUTH 


GRANT BLDG., ATLANTA, GA. 











EVERSTICK 
ANCHORS! 


New nat housing. Locks 
Anchor firmly on rod. 
Rod cannot slip thru 
Anchor when being in- 
stalled. 

















Engineers appreciate Ever- 
stick features which assure 
safety, long life and ease 
of installation in any soil 
condition. 


A complete line with 3 types of expanding 
Anchors and rigid types of Cone Anchors. All 
sizes and holding capacities. Write for 
Everstick literature including new folder on 
Rural Electrification Lines. 


THE EVERSTICK ANCHOR CO. "ATSWae”’ 
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The Advertisers’ Index is published as a convenience, and not as a part of the advertising contract. 
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